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PURPOSE 

 
 The purpose of this marketing plan is to fulfill the mission of Custer Country Montana, 
Inc., which is “to promote economic development of the region through tourism.”   This goal 
will be met through communicating the attractions, towns and events of interest to the traveling 
public.  Custer Country is comprised of 13 counties and two Indian Reservations in southeast 
Montana.  This creates a diverse array of attractions and activities for visitors to participate in.  It 
is, therefore, Custer Country’s continuing mission to help communities and tourism 
organizations large and small to enhance their image and awareness to the traveling public.  

 
 GEOGRAPHIC AREA 

 
Custer Country includes the following 13 counties:  Carter, Fallon, 
Wibaux. Dawson, Custer, Rosebud, Prairie, Yellowstone, Treasure, Big 
Horn, Golden Valley, Powder River and Musselshell.  It also includes 
the Crow and Cheyenne Reservations. 

 
STRENGTHS AND WEAKNESSES OF CUSTER COUNTRY 

STRENGTHS 
 Custer Country’s strengths are many, beginning with its location, varying scenic beauty 
and its people, who are eager to share the Montana experience with visitors.  Specifically, our 
strengths are: 
 1.  The changing landscape.  Custer Country consists of badlands, flatlands and 
highlands.  The badlands cover the eastern and northern sectors and include the cities of  
Wibaux, Glendive, Terry, Ekalaka and Baker.  These unusual sandstone formations make for 
interesting subjects and backdrops for photographers, bird and wildlife observers and those who 
want to more deeply appreciate the effects of nature over time on these soft, ever-changing 
formations.  The semi-arid region is home to countless species, including the buzzards that make 
their much-anticipated annual return to Glendive. 
 The prairies of Forsyth, Hysham, Custer and Huntley are know for their fertile soil and 
ability to sustain many types of agricultural crops, from wheat and barley to hay, grasses, 
safflower, sugar beets and oats.  In addition, these flat lands are ideal for grazing cattle, horses 
and sheep, as well as the antelope, deer and elk that thrive in the region. 
 Custer Country is home to three mountain ranges which include the Bull Mountains near 
Roundup and the Pryors and Bighorns near Ft. Smith.  While not as well-known as the majestic 
Rockies, these ranges offer a wide array of wildlife, vegetation and changing scenery.  Birds 
from tiny finches to Golden and Bald Eagles abound in these mountains, as well as in the entire 
region.     
 2.  Our Rivers and streams.   Custer Country is traversed by five rivers: the 
Yellowstone, the Missouri, the Tongue, the Powder and the Bighorn.  These rivers, known 
world-wide for their excellent ability to support species such as trout, ling, catfish, sturgeon and 
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paddlefish, are fed by countless creeks and streams that support diverse species of fish and birds, 
such as Canadian geese, pelicans, ducks of all kinds, cranes and aquatic mammals.  These rivers 
and streams lead into or have created reservoirs, lakes and dams that create opportunities for 
boating, canoeing, skiing, fishing, hunting and photography that are recognized around the 
world.   
 The Big Horn River and Big Horn Canyon reservoir attract anglers from across the 
country and many foreign countries who know it for its abundance of trophy fish.  The 
Yellowstone River is one of only a few places in the world where the pre-historic paddlefish can 
be found and brings tourists from diverse areas of the country to try their hands at this 
entertaining pursuit. Tongue River Reservoir State Park, in the southern portion of Custer 
Country, attracts more fisher-men and -women each year, and yields pike, trout, bass, and many 
species of pan fish. 
 3.    Paleontological and geological attractions.  Custer Country is one of the world’s 
most popular areas for paleontologists, dinosaur enthusiasts and geology hobbyists and 
professionals from around the world.  In the summer, at any given time, there are no less than 
three teams of paleontologists from leading universities, museums and research institutes 
conducting digs in Custer Country.  The region has produced some of the first and most famous 
paleontological specimens ever discovered, and continues to yield additional “firsts” every year.   
 Together with Travel Montana, MT Fish, Wildlife and Parks, three other tourism regions 
and 15 locations around the state, Custer Country has helped publicize the Montana Dinosaur 
Trail and produce and distribute a 4-color brochure that is distributed at trade Shows, hotels, 
restaurants and other facilities and individuals  around the country and to many foreign countries.   
Custer Country boasts three facilities on the Dinosaur Trail, two in Glendive and one in Ekalaka.   
In addition, three new businesses in the Glendive area are now offering opportunities for families 
and individuals to participate in fossil hunts, which are sure to create economic rewards for the 
community. 
  Agate hunters are attracted to Custer Country to scout for the unique geological 
anomalies that can only be found in the free-flowing Yellowstone River.    
 4.    Interstate highways 90 and 94.  These four-lane federal highways traverse Custer 
Country westward from Wibaux and southeasterly from Billings to the Wyoming state line.  A 
majority of our visitors use these two major highways to either enter or leave the region, and are 
favored by those who have limited time to spend in Custer Country.  Many of Custer Country’s 
small towns lie along the interstates and are easily accessed by travelers in search of food, 
lodging, gas, souvenirs and adventure.    
 5.    Native American and Western history.  Our region gets its name from one of the 
most famous military men in world history: Lt. Col. George Custer.  The name conjures up 
images of his military exploits and the stunning victory that a united group of Indian tribes 
attained on June 25, 1876.  It is certainly one of the most controversial and famous battles in 
military history. 2008 marks the 132nd anniversary of the battle.  Custer Country is a magnet for 
military, Native American and western history buffs.  The two re-enactments of the battle that 
take place near Hardin, MT around the annual anniversary continue to grow in popularity each 
year, and bring economic benefit not only to Hardin, but also to communities along the routes 
that visitors take.  Given the wide area attendees travel from, the impact from these visitors can 
be felt in regions other than Custer Country.  In addition to the battle re-enactments, there is the 
Crow Fair, Cheyenne Days, Chief Plenty Coups State Park, Rosebud Battlefield and other 
activities that cater to and interest history enthusiasts. 
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 One of the most popular activities is the annual Miles City Bucking Horse Sale, bringing 
thousands of out-of-state visitors to Custer Country each year.   The event creates a carnival-like 
atmosphere which guarantees positive word-of-mouth advertising drawing new and return 
visitors each year.    
 6.    Montana’s largest city.    Billings has reached a population of 100,000 people, and 
has the busiest airport in the state.  As a regional center of commerce, Billings draws many 
thousands of visitors each year, many of whom use the city as a stepping-off point to visit 
Glacier and Yellowstone National Parks, ski areas in Red Lodge and Big Sky, and the historic 
areas of Custer Country.   Billings’ contribution to travel in Custer Country and Montana travel 
cannot be understated.   
 7.    Custer Country’s smaller communities.  Not counting Billings, Custer Country 
can count only a few cities of over 2500 people.  Nonetheless, these small communities are often 
the sites of festivals, parades, country fairs and rodeos that offer diversity to the traveler.  This is 
not to mention the museums and old-west-style buildings that are still parts of the Main Streets 
of these small towns.  There are unique collections of art and one-of-a kind items in these 
museums that often lead to an expanded knowledge and understanding of what life was, and very 
often still is like in our part of the world.   From world-famous dinosaur skeletons such as the 
Anatotitan copei that was discovered, unearthed and reconstructed by enthusiastic amateur 
paleontologists in the small town of Ekalaka, to the Yucca Theater in Hysham, there are 
interesting and wonder-inspiring sights throughout the region.  The residents of these small 
communities are eager to welcome visitors to their towns and to tell stories from local history.  
This willingness to share their histories has been documented by ITRR studies for such programs 
as CTAP and their “Niche News” briefs. 
 8.     Clean air, clear skies and open spaces.  Like most of Montana, we are blessed 
with clear, clean air and beautiful, endless skies.  Visitors are often in awe of the things we take 
for granted, and we try to use it to our advantage by including pictures of our open, hilly country 
in our consumer ads and other promotional pieces.  
 9. ZooMontana.  Custer Country is proud to boast the only public zoo in Montana.  
In its short history, it has gained a reputation as a first-quality facility for year-round use.  
Unfortunately, they have a limited budget for promotion and advertising. Through co-op 
marketing and other means, Custer Country will continue to support the growth and expansion of 
this unique facility through publicity. 
 10.  Museums and Art Centers.  Custer Country has many fine museums, including 
the Yellowstone Art Museum, the Custer County Art and History Center, the Yellowstone 
County Museum and many other smaller facilities.  At Custer Country, we encourage these 
institutions to take advantage of our programs to help them publicize their events and programs.  
With the increasing interest in Cultural Tourism, these are important assets to Custer Country. 
 11. State Parks.  Custer Country is home to several State Parks, including Makoshika 
State Park, the largest in the FWP system, and Medicine Rocks State Park, one of the most 
unique.  Also in the region, travelers will find Pictograph State Park, Lake Elmo, Tongue River 
Reservoir State Park, Plenty Coups State Park, Rosebud Battlefield and several FWP-maintained 
fishing accesses and smaller reservoirs.  These offer countless opportunities for camping, fishing, 
boating, hiking, photography and wildlife watching.  Custer Country works closely with FWP, 
including membership on the Region 7 Citizens Advisory Committee, which was formed to help 
identify and respond to community concerns about recreation and other activities on FWP lands. 
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 12. Clark on the Yellowstone History.  Because Pompeys Pillar is the only place 
along the Lewis and Clark trail where physical evidence of the journey still remains in its 
original state along the trail, expectations are high that visits to Pompeys Pillar National 
Monument, where Capt. William Clark carved his name on the 100-foot high sandstone 
outcropping, will continue as a result of the publicity gained from the Signature Event that took 
place there in July, 2006. We will continue to publicize the region’s historic importance to the 
rest of the world. 
 
 

 
 

WEAKNESSES 
 1. Perceptions.    Many visitors are burdened with the mistaken impression that all 
of Montana looks like Glacier or Yellowstone National Parks.  While these two world-famous 
National Parks are a definite draw to Montana, the images potential visitors see of them don’t 
prepare them for the equally beautiful landscapes that can be found in the eastern portions of the 
state.  Indeed, visitors often are awe-stricken by the colorful geological formations and the 
sandstone faces and figures that seem to have been carved in the sandstone hills of Custer 
Country.   
 2. Need for improved two-lane roads.  While we are grateful for the progress the 
Montana Department of Transportation has made on such roads as Highway 323 in the extreme 
southeastern portion of Custer Country, Highway 253 from Terry to Brockway and Highway 212 
from Crow Agency to Alzada, many of the 950 miles of two-lane roads in Custer Country are in 
need of repaving, straightening and/or wider shoulders to ensure the safety of those increasing 
numbers of travelers who prefer getting off the interstates.  Furthermore, because improvements 
have, in many cases, been so long in coming, our reputation for questionable roadways still 
precedes us.  We are hopeful that the continuing improvement of federal, state and county roads 
will help to improve that reputation.  
 3.  Lack of understanding of the region’s historic importance.   Many people are 
unaware of the important role Custer Country has played in U.S. history.  Beginning with its 
acquisition in the Louisiana Purchase to the importance of the Battle of the Little Big Horn and 
continuing today with the role the region plays in filling the energy needs of the Nation, Custer 
Country’s impact on history is largely unknown or misunderstood.   
  Even those who claim to know American History are sometimes unaware of the 
extent of Capt. William Clark’s exploration and research in the Yellowstone Valley during the 
Lewis and Clark Expedition of 1804-1806.  Custer Country has expended considerable time and 
funds into helping to publicize its importance in this historic trek. 
 4. Lack of public transportation.  While Custer Country has one major airport at 
Billings, air and ground transportation are lacking in the region.  Only the cities of Billings, 
Miles City and Glendive have commercial air service, train service is limited to freight and 
busses only run along I-94 on a very limited schedule.  Taxi service and car rental are many 
times unavailable to visitors.  While these are regional and national problems that Custer 
Country cannot solve alone, they are important factors to potential travelers when they are 
planning conventions or meetings for which Custer Country is being considered and otherwise 
equipped to host. 
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 5. Misunderstanding of the recreational opportunities in Custer Country. There 
is a misconception among some sportsmen that hunting and fishing areas are over-crowded or 
inaccessible.  This attitude is caused by limited problems that have been experienced by a few, 
but which have little basis in fact.  The Big Horn River, known as a Blue-Ribbon trout stream 
does, indeed, get congested sometimes, but usually creates ample opportunities for serious 
anglers. The Big Horn is also the subject of a two-state battle over stream flows controlled by the 
Yellowtail Dam near Ft. Smith.  However, Tongue River Reservoir, the Yellowstone River, 
Bighorn Canyon and smaller bodies of water like Sandstone Reservoir and Baker Lake offer 
great opportunities but have yet to be discovered by many.     
  Hunting access is becoming problematic, as well, with the increasing number of 
properties being bought by out-of-state buyers and then closed to recreational activities. (The 
recent acquisition of previously privately-held land in Custer Country by the Montana 
Department of Natural Resources and Conservation should help provide new recreational and 
hunting opportunities, however.) These properties are sometimes adjacent to public lands that are 
only accessible through these private tracts, causing many of the public areas to be closed to such 
activities.  While programs like Block Management and easement purchases are helping to stave 
off these problems to some degree, they are going to continue to need constant monitoring and 
remediation. 
 6. Lack of adequate camping and lodging facilities in smaller communities.  
Many small communities in Custer Country, such as Wibaux, Custer and Plevna have limited or 
no facilities for camping or overnight lodging.  Others have not publicized the existence of such 
facilities due to a lack of understanding of the importance of advertising and participating in 
promotions. 
 7. Lack of understanding of tourism regions.  A large sector of Montana citizens, 
as well as most out-of-state residents, are unfamiliar with the existence or geographic boundaries 
of tourism regions, or the role of state supported VICs or CVBs.  This lack of understanding 
prevents residents of the region from developing a sense of cohesiveness that could develop into 
a clearer vision for the region as a whole. 
 8. Distances between rest areas.   Highway rest areas are important to travelers, but 
the spacing and placement of rest areas in Custer Country is inconsistent and oftentimes not near 
areas where travelers can access other services.  Additionally, the rest areas are only seasonally 
operated, extending the distance between operable rest areas in the winter and early spring.   
 9. Lack of community awareness of tourism’s importance.  There are members 
of County Commissions, City Councils, Chambers of Commerce and the Montana Legislature 
who are reluctant to accept the message that tourism is important not only to the state but to 
small communities.  This attitude is slowly changing, but the message needs to be repeated each 
time a new commission, council or legislative representative is elected.  Additionally, the very 
businesses that most benefit from tourism, such as restaurants, gas/convenience stores and retail 
stores are many times least aware of the importance of out-of-town and non-resident patrons. 
 10.       Lack of directional and informational signage. Many of the historical sites in 
Custer Country are under-advertised due to Federal and State Laws and unavailability of 
appropriate places for billboards.   
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GOALS 
1.  To inform and educate travelers both in-state and out-of-state, about the attractions, 
events and recreational experiences available to them in Custer Country. 
2. To provide economic benefit from tourism to the cities, towns, businesses and non-profit 
agencies in Custer Country and Montana.  This will include aiding in the creation of more and 
better-paying jobs in tourism through increased tourism.   
3. To assist towns, cities, museums, event organizers and those involved in tourism-related 
events in methods of promoting, growing and organizing events that will draw more visitors.  
This will include cooperative marketing programs, VIC assistance, grants and directions on how 
to apply for grants from other organizations if the event or program does not qualify for 
assistance from Travel Montana sources. 
4. To promote events and communities through PR and consumer advertising efforts and 
through hosting press tours that include not only the major cities in Custer Country, but also the 
smaller communities and events. We also promote these communities through the calendar of 
events in our Custer Country Guide and on our website, which is being constantly updated. 
5. To educate the general public, including those who live in Custer Country, about the 
structure and importance of tourism regions in Montana, and the economic impact tourism and 
recreation have on the state.    
6. To work with local and state government agencies to help improve existing tourism 
infrastructure and work on planning new visitor destinations and attractions within the Custer 
Country region.  These will include advice on placement and promotion of camp sites, motels 
and recreational facilities and rest areas. 
7. To enhance the experiences of visitors by providing training for front-line employees in 
Custer Country through Super Host and other programs that teach front-line personnel how to 
inform and serve tourists. 
8. To promote the historical significance of the region, especially the history and legend of 
George Custer and the U.S. 7th Cavalry and the Clark on the Yellowstone Trail.     
9. To encourage Custer Country visitors to visit the smaller towns and participate in the 
local events of these smaller towns that they haven’t been to before.   
10. To encourage travelers to increase their total time in Custer Country, thereby creating a 
greater economic impact on the region.  
11. To have a strong internet presence and to keep the information on it current and 
entertaining. 
12. To work cooperatively with other CVBs and Tourism Regions, State and Federal 
agencies and through public/private partnerships. 
13. To publish and promote the newly-created Warrior Trail through cooperation with the 
communities lying along the trail and the State of South Dakota, who will soon consider 
extending the trail into that state. 
14. Use regionalized maps and signs to aid travelers in finding the attractions and sites in 
Custer Country. 
15. Endorse and support the Travel Montana/National Geographic Tourism Charter.  
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THE MARKETING PLAN’S TIES TO THE 2008-2013 

STRATEGIC PLAN. 
 Custer Country’s marketing plan is designed to adhere to both the spirit and the letter of 
the new 5-year strategic plan.  Many of the elements of the Strategic Plan are included in the 
previously-outlined purpose and goals of Custer Country.   Specifically the provisions of the 
Strategic Plan we will implement are: 

 Goa1.1.-Increase four-season tourism revenues statewide through 
effective marketing and promotions, focusing on high-value, low-
impact visitors. 

1.1a- Expand partnerships with tourism businesses/attractions as 
co-op partners.. 
1.1c- Attend consumer travel shows targeting high value, low 
impact visitors. 
1.1d- Continue marketing to international travelers 
1.1e- Enhance tracking/reporting and ROI from state, regional, and 
CVB advertising. 
1.2d- Target travel media to increase visibility of MT as a leisure 
travel destination. 
1.3a- Host an annual marketing plan meeting to coordinate the 
marketing planning process.   
1.3b- Implement the new Montana tourism brand. 
1.3c- Conduct educational tourism workshops, presentations, and 
webinars. 
1.4b- Establish criteria for officially-designated visitor information 
sites statewide.  
1.4c- Provide advanced training for all VICs, including regional 
familiarization tours. 
1.4d- Use technology to enhance visitor information and marketing 
efforts. 
1.4e-  Expand displays of MT destination/products at all visitor 
locations statewide.  

 Goal 2: Attain public policy and citizen support for sustainable 
tourism and recreation.  

 Goal 3: Address management and access issues for sustainable 
recreation on private, state, and federal lands. 

 Goal 4: Enhance and preserve Montana’s culture and history ( 
historic sites, museum, art, music, etc.) 

4.1a- Use historic/cultural attractions as venues for conferences, 
events and seminars. 

 Goal 5: Support appropriate tourism business growth, including new 
tourism products and services for target customer markets. 

5.1c- Encourage use of Made/Grown in MT products by 
restaurants, markets, retailers, etc. 
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5.2a- Distribute assistance information via tourism meetings, web 
sited, newsletters, etc. 

 Goal 9: Increase funding to maintain sustainable tourism and 
recreation. 

9.1- Seek increases in state funding for targeted tourism 
marketing/programs/facilities. 
9.2-  Foster opportunities to pool public and private marketing 
dollars. 
9.3-    Enhance funding for region and CVB marketing efforts. 

 Goal 10:  Build an effective “team” to implement the Strategic Plan 
and report results. 

10.2- Create public/private/tribal partnerships for cooperative 
project implementation. 
10.4- Streamline reporting process of marketing plans/expenditures 
to TAC/TM by regions & CVBs. 

 
 

 
 

MEASURABLE OBJECTIVES 
1. Increase Bed Tax Collections in the region by 5%. 
2. Increase attendance at events such as the Miles City Bucking Horse Sale, the Little 

Bighorn Reenactments and Clark Days at Pompeys Pillar by 15%. 
3. Increase web “hits” by 25%. 
4. Increase inquiries through our call center by 10%. 
5. Extend length of stay by visitors to Custer Country to the state average of 4.78 nights. 
6. Increase the value of press coverage to $50000, through advertorial and editorial 

submissions to regional and national publications. 
7. Increase traffic on two-lane roads in Custer Country by 5%. 

 
TARGET GEOGRAPHIC MARKETS. 

 The geographic markets we have targeted are chosen on the basis of encouraging 
continued visitation from those areas that have traditionally shown interest in visiting or re-
visiting the region, information gathered by ITRR and inquiry reports from our fulfillment agent.  
Past experience shows us that the states from which our inquiries are received are almost 
identical to the states the majority or our businesses come from.  In addition, we are seeing 
increased visitors from Canada. The areas targeted will be: 

• The Midwestern states of Michigan, Ohio, Illinois, Minnesota (particularly 
Minneapolis and St. Paul), Wisconsin, and North and South Dakota. These states 
consistently appear in the top ten inquiry statistics for Custer Country. 

• Texas, Colorado and Wyoming (especially Cody.) 
• California, Florida, Washington (Seattle area) and Oregon (Portland). 
• Other states, especially along the eastern seaboard, when economical, high 

visibility opportunities arise. 
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• Canada and the European countries of Germany, England, France, Italy and The 
Netherlands, where interest in Custer and Western history is particularly keen. 

 
  

TARGET DEMOGRAPHICS 
 Our target demographics are based upon 2005 ITRR statistics for non-resident visitors to 
Custer Country, inquiry statistics and successful ad campaigns from previous years.  We have 
targeted five major demographic groups as follows: 
 

• A.  Leisure Travelers- primary 25 – 75 years old 
1. Travel by car 
2. Average age 53 
3. Income more than $60,000 (According to 2005 ITRR profiles, 37% earn 

less and 63% earn more. 
4. More than 60% have no college education. 
5. Spend an average of 4.56 night in the state 
6. Average group size 2.46 people 
7. Primarily travel with family members. 
 Interests/Attractions 

• Driving for pleasure and viewing scenery 
• Viewing wildlife 
• Yellowstone Park 
• Exploring new places 
• Relaxing, escaping routine, not rushing 
• Nature photography 
• Learning new things 
• Shopping 
• Visiting historic sites 
• Visiting friends and relatives 

• B.  International Travelers 
       1.  Younger demographics 
       2.  Travel in groups 
       3.   Reasons for coming include special events, Glacier and          
Yellowstone Park, Little Bighorn Battlefield National Monument and scenery. 
       4.   Travel mostly by air. 
       5.   More affluent, better educated 
            6.   Interests include Western history, watchable wildlife and photography 
        
•  C.  Mature Adults comprised of two subcategories; Active Empty Nesters 

and Mature Adults 
                   Active Empty nesters 50+ 

1. By 2010, 1/3  of the U.S. population will be age 50+ 
2. Over 30% of the nation’s 78 million baby boomers are Empty Nesters. 
3. Possess a youthful outlook on life and travel (“50 is the new 30”) 
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4. Prefer activities such as camping, hiking, photography and wildlife 
viewing 

           Mature Adults 
1. Primarily married couples 
2. Median age of 62 
3. 60% are retired 
4. Average household income of $60,000+ 
5. A portion travel by motor home 
6. Differ from Active Empty Nesters in that they prefer to look rather 

than do 
• D.  Business travelers 

1. Younger demographic, 25-49, most are male 
2. Travel by air into Billings Airport 
3. Use Rental cars 
4. Stay an average of 6.2 nights, mostly in hotel or motels 
5. About 25% are on their first trip to Montana 
6. Most enjoyed scenery, visiting friends, friendly people, mountains and 

Glacier National Park 
7. Least enjoyed weather, roads, prices, crowds, traffic and rest areas 
8. Reasons for coming: scenery, relatives and special events 
9. Interests include Western history, watchable wildlife and photography 

• E.   Group Tours 
1. Travel with motor coach group 
2. Large percent are retirees 
3. Visit historical sites 
4. View wildlife 
5. Enjoy special events 
6. Enjoy Photography 

• F. Eco- and Geo Tourists 
 1. Interested in preserving the pristine nature of Montana’s landscape. 
 2. Are looking for things they can’t see in their own communities. 
 3. Are “low-impact, high-value” travelers. 
 4. Are interested in historical and cultural events and sites. 

 
 
MARKETING METHODS 
 

Media tools used to reach the goals listed above may include: 
 Print advertising 

• Magazine ads designed and placed to reach the Custer Country destination 
audiences and to coordinate with editorial coverage or advertorial copy 
whenever possible 

• Collateral pieces: 
 Custer Country Vacation Guide 
 Montana Dinosaur Trail Brochure 

12 
 



 Southeast Montana Birding Trail 
 Loop tour maps of Custer Country 

Public Relations 
• Media guides and kits 
• Advertorial/editorial coverage in magazines 
• Press releases prepared by Custer Country Executive Director 
• Print and electronic story placement 
• FAM tours for travel writers, TV and radio producers and photographers 
• Travel Montana’s internet site 
• Custer Country’s internet site 
• PR Plan prepared by the Executive Director 
• Photos supplied to magazines, newspapers, and other media groups by 

Custer Country, Travel Montana and other contributors 
• Maintenance and collection of internet links for travelers 

 Outdoor 
• Billboards 
• Highway signage for attractions, events and visitors centers 
• Rest stop signage 

 Website 
                 Continue to update and improve our website through the addition of new 
pages and interactive functions. 

Miscellaneous 
• Toll free line to call center 
• Events promotion and brochures through our Cooperative Marketing 

Program 
• Consumer trade shows 
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CUSTER COUNTRY FISCAL '09 BED TAX BUDGET WORKSHEET 
Marketing Support             
  Admin (20% max.)      79378      
  Opportunity (10% max.)    50763      
  Joint Ventures      1300      
  TAC meetings      4000      
  Cooperative Mktg (20% max.)    15000      
MARKETING SUPPORT TOTAL      150441     
LOOP TOUR MAP REPRINT    2000 2000     
SUPERHOST PROGRAM FUNDING  1000 1000     
CONSUMER ADVERTISING           
  Ad Placement      133000       
  Montana Travel Planner    3000      
  welcome!Visitors       6290      
  CONSUMER AD PRODUCTION    11500      
TOTAL CONSUMER AD      153790     
PUBLICATIONS             
  '09 Custer Country Guide    115000       
TOTAL PUBLICATIONS      115000     
E‐NEWSLETTER      7750 7750     
INTERNET SITE DESIGN/MAINTENANCE  18000 18000     
TELEMARKETING/FULFILLMENT         
   U.S. Postal Svc. (Bulk)    12000      
   UPS        700      
  Billings Chamber      3000      
  Distribution Service (Cert. Folder)  3000      
  MARS Stout       10000      
  Envelopes and Supplies    200      
  Small Chambers      1000      
TOTAL FULFILLMENT      29900     
PUBLICITY             
  Public Relations       10000      
  FAMS Expense      4000      
TOTAL PUBLICITY        14000     
WARRIOR TRAIL      8000 8000     
MARKETING PLAN RETREAT    1750 1750     
VIC ASSISTANCE      5000 5000     
BILLBOARDS      1000 1000     
TRADE SHOWS      10000 10000     

GRAND TOTAL    517631  517631     
  95% of Projected '08 collections  398,689       
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  Uncommitted Funds on hand    40000      
  Anticipated '08 carryover    25000      
  Rollover        53942      

TOTAL AVAILABLE $    517,631       
  
IInn  tthhee  eevveenntt  tthhaatt  rreevveennuuee  ccoolllleecctteedd  ddeeccrreeaasseess  bbyy  1100%%,,  wwee  wwiillll  eelliimmiinnaattee  pprrooggrraammss  tthhaatt  hhaavvee  nnoott  
bbeeeenn  ccoommpplleetteedd  oorr  ccuutt  eeaacchh  ccaatteeggoorryy  bbyy  aa  lliikkee  aammoouunntt..      
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee____LLOOOOPP  TTOOUURR  MMAAPP  RREEPPRRIINNTT______  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..        
CCuusstteerr  CCoouunnttrryy  aanndd  tthhee  MMiilleess  CCiittyy  CChhaammbbeerr  ooff  CCoommmmeerrccee  ppaarrttnneerreedd  iinn  ffiissccaall  ’’0088  ttoo  pprriinntt  
aanndd  ddiissttrriibbuuttee  aa  ppoocckkeett--ssiizzeedd  mmaapp  tthhaatt  ffeeaattuurreedd  ddaayy  ttrriippss  wwiitthh  hhiissttoorriicc,,  sscceenniicc  oorr  ttooppiiccaall  
tthheemmeess  ffoorr  uussee  bbyy  mmoottoorrccyycclliissttss  aanndd  mmoottoorriissttss  wwhhoo  wwaanntteedd  ttoo  ffiillll  eexxttrraa  ttiimmee  iinn  tthheeiirr  ttrraavveell  
sscchheedduulleess..  TThhee  llooooppss  eeaacchh  ssttaarrtt  aatt  cciittiieess  aalloonngg  tthhee  IInntteerrssttaattee  bbuutt  ttaakkee  tthhee  ttrraavveelleerr  tthhrroouugghh  
ssmmaallll  ttoowwnnss  tthhaatt  ffeeaattuurree  uunniiqquuee  aattttrraaccttiioonnss  oorr  llaannddmmaarrkkss..  TThheessee  mmaappss  pprroovveedd  ttoo  bbee  vveerryy  
ppooppuullaarr  aanndd  wwee  wwiisshh  ttoo  rreepprriinntt  iitt,,  eeiitthheerr  iinnddeeppeennddeennttllyy  oorr  iinn  ccooooppeerraattiioonn  wwiitthh  aannootthheerr  
ppuubblliicc  oorr  pprriivvaattee  eennttiittyy..      
TThhee  mmaapp  wwoouulldd  bbee  ddiissttrriibbuutteedd  aatt  ccoonnvveenniieennccee  ssttoorreess,,  VVIICCss,,  ccaarr  rreennttaall  aaggeenncciieess,,  mmoottoorrccyyccllee  
rreennttaall  sshhooppss  aanndd  ootthheerr  bbuussiinneesssseess  wwhheerree  ddrriivveerrss  ccoouulldd  aacccceessss  tthheemm..    IItt  wwoouulldd  bbee  aa  55--11//22””  XX  
88--11//22””  ppiieeccee,,  ssiinnggllee--ffoollddeedd  ttoo  44--11//44””  XX  55--11//22””  ppoocckkeett  ssiizzee..    WWee  hhaavvee  bbuuddggeetteedd  $$22000000  ffoorr  tthhiiss  
pprroojjeecctt..    WWee  wwiillll  pprriinntt  1100,,000000  mmiinniimmuumm..  
OObbjjeeccttiivveess  

MEASURABLE OBJECTIVES 
5.   Extend length of stay by visitors to Custer Country to the state average of 4.78 
nights. 
7. Increase traffic on two-lane roads in Custer Country by 5%. 

RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
GOALS 

1.  To inform and educate travelers both in-state and out-of-state, about the 
attractions, events and recreational experiences available to them in Custer Country. 
8. To promote the historical significance of the region, especially the history and 
legend of George Custer and the U.S. 7th Cavalry and the Clark on the Yellowstone Trail.     
12. To work cooperatively with other CVBs and Tourism Regions, State and Federal 
agencies and through public/private partnerships. 
14. Use regionalized maps and signs to aid travelers in finding the attractions and sites 
in Custer Country. 
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        

 Goa1.1.-Increase four-season tourism revenues statewide through 
effective marketing and promotions, focusing on high-value, low-
impact visitors. 

1.1a- Expand partnerships with tourism businesses/attractions as 
co-op partners.. 

  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess        

AApppprroovvaall  RReeqquueesstteedd  

__XX________FFiinnaall  
__________PPrreelliimmiinnaarryy  



 
 

CUSTER COUNTRY 
 LOOP TOUR MAP REPRINT   

       

  State Tourism Funds   
Partner 
Funds Total 

PROFESSIONAL SERVICES:            
DESIGN  $300 + $300 = $600
PRINTING  $1,200 + $1,200 = $2,400
DISTRIBUTION  $500 + $500 = $1,000
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $2,000   $2,000   $4,000
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee________SSUUPPEERRHHOOSSTT  FFUUNNDDIINNGG__________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..        
SSuuppeerrHHoosstt  hhaass  pprroovveenn  ttoo  bbee  aa  vvaalluuaabbllee  ttooooll  ffoorr  CCuusstteerr  CCoouunnttrryy’’ss  ccoonnssttiittuueennttss  bbyy  pprroovviiddiinngg  
ffooccuusseedd  ttrraaiinniinngg  iinn  ccuussttoommeerr  sseerrvviiccee  aatt  aann  aaffffoorrddaabbllee  pprriiccee..    CChhaammbbeerrss  ooff  CCoommmmeerrccee,,  
sscchhoooollss,,  VVIICCss  aanndd  pprriivvaattee  bbuussiinneesssseess  hhaavvee  ttaakkeenn  aaddvvaannttaaggee  ooff  tthhee  pprrooggrraamm  aanndd  CCuusstteerr  
CCoouunnttrryy  hhaass  nnoott  oonnllyy  ssuuppppoorrtteedd  tthhee  ccoorree  pprrooggrraamm  bbuutt  hhaass  aallssoo  pprroovviiddeedd  sscchhoollaarrsshhiippss  ffrroomm  
pprriivvaattee  ffuunnddss  ssoo  hhiigghh  sscchhoooollss  ccaann  pprroovviiddee  ttrraaiinniinngg  ffoorr  JJuunniioorrss  aanndd  SSeenniioorrss  aatt  nnoo  ccoosstt  
OObbjjeeccttiivveess  

MEASURABLE OBJECTIVES 
1. Increase Bed Tax Collections in the region by 5%. 
5. Extend length of stay by visitors to Custer Country to the state average of 4.78 

nights. 
7.  Increase traffic on two-lane roads in Custer Country by 5%. 

 
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

GOALS 
1.  To inform and educate travelers both in-state and out-of-state, about the 
attractions, events and recreational experiences available to them in Custer Country. 
2. To provide economic benefit from tourism to the cities, towns and non-profit 
agencies in Custer Country and Montana.  This will include aiding in the creation of more 
and better-paying jobs in tourism through increased tourism.   
3. To assist towns, cities, museums, event organizers and those involved in tourism-
related events in methods of promoting, growing and organizing events that will draw more 
visitors.  This will include cooperative marketing programs, VIC assistance, grants and 
directions on how to apply for grants from other organizations if the event or program 
does not qualify for assistance from Travel Montana sources. 
4. To promote events and communities through PR and consumer advertising efforts  
and through hosting press tours that include not only the major cities in Custer Country, 
but also the smaller communities and events. We also promote these communities through 
the calendar of events in our Custer Country Guide and on our website, which is being 
constantly updated. 
5. To educate the general public, including those who live in Custer Country, about the 
structure and importance of tourism regions in Montana, and the economic impact tourism 
and recreation have on the state.    
6. To work with local and state government agencies to help improve existing tourism 
infrastructure and work on planning new visitor destinations and attractions within the 

AApppprroovvaall  RReeqquueesstteedd  

____XX______FFiinnaall  



Custer Country region.  These will include advice on placement and promotion of camp 
sites, motels and recreational facilities and rest areas. 
7. To enhance the experiences of visitors by providing training for front-line 
employees in Custer Country through Super Host and other programs that teach front-line 
personnel how to inform and serve tourists. 
8. To promote the historical significance of the region, especially the history and 
legend of George Custer and the U.S. 7th Cavalry and the Clark on the Yellowstone Trail.     
9. To encourage Custer Country visitors to visit the smaller towns and participate in 
the local events of these smaller towns that they haven’t been to before.   
10. To encourage travelers to increase their total time in Custer Country, thereby 
creating a greater economic impact on the region.  
12. To work cooperatively with other CVBs and Tourism Regions, State and Federal 
agencies and through public/private partnerships. 
13. To publish and promote the newly-created Warrior Trail through cooperation with 
the communities lying along the trail and the State of South Dakota, who will soon consider 
extending the trail into their state. 
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        

 Goa1.1.-Increase four-season tourism revenues statewide through 
effective marketing and promotions, focusing on high-value, low-
impact visitors. 

1.3c- Conduct educational tourism workshops, presentations, and 
webinars. 
1.4c- Provide advanced training for all VICs, including regional 
familiarization tours. 

  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess  
  

CUSTER COUNTRY 
 SUPERHOST SUPPORT   

       
  State Tourism Funds   Other Funds   Total 
PROFESSIONAL SERVICES:            
SUPERHOST TRAINERS  $1,000 + $0 = $1,000
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $1,000   $0   $1,000
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee______CCOONNSSUUMMEERR  AADDVVEERRTTIISSIINNGG______  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..      
NNaarrrraattiivvee  mmuusstt  pprroovviiddee  eennoouugghh  ddeettaaiillss  tthhaatt  tthhoossee  rreevviieewwiinngg  tthhee  aapppplliiccaattiioonn  ccaann  ccoommpprreehheenndd  oorr  
vviissuuaalliizzee  tthhee  ffuullll  ssccooppee  ooff  tthhee  pprroojjeecctt..    NNaarrrraattiivvee  sshhoouulldd  bbee  aa  ffuullll  oovveerrvviieeww,,  yyeett  eexxpplliicciitt  aanndd  ttoo  tthhee  
ppooiinntt..    
CCoonnssuummeerr  aaddvveerrttiissiinngg  iiss  vviittaall  ttoo  pprroommoottiinngg  CCuusstteerr  CCoouunnttrryy  aanndd  oouurr  eeffffoorrttss  ttoo  ffiinndd  nniicchheess  
aanndd  bbrrooaaddeerr  aaddvveerrttiissiinngg  vveennuueess  hhaavvee  bbeeeenn  ssuucccceessssffuull  iinn  tthhee  ppaasstt..  WWee  wwiillll  ccoonnttiinnuuee  ttoo  sseeaarrcchh  
oouutt  nneeww  aaddvveerrttiissiinngg  ooppppoorrttuunniittiieess  wwhhiillee  mmaaiinnttaaiinniinngg  rreellaattiioonnsshhiippss  wwiitthh  tthhoossee  ppuubblliiccaattiioonnss  
tthhaatt  hhaavvee  pprroovveedd  bbeenneeffiicciiaall  ttoo  uuss  iinn  tthhee  ppaasstt..    AAddddiittiioonnaallllyy,,  wwee  wwiillll  eennddeeaavvoorr  ttoo  ccrreeaattee  mmoorree  
ppuubblliicc//pprriivvaattee  aanndd  rreeggiioonn//CCVVBB//TTMM  ppaarrttnneerrsshhiippss  iinn  aann  aatttteemmpptt  ttoo  ssttrreettcchh  aanndd  lleevveerraaggee  oouurr  
aaddvveerrttiissiinngg  ddoollllaarrss..      TThheessee  eeffffoorrttss  iinncclluuddee  sseeeekkiinngg  ooppppoorrttuunniittiieess  iinn  pprriinntt,,  rraaddiioo,,  tteelleevviissiioonn  
aanndd  iinntteerrnneett  vveennuueess..    OOuurr  bbuuddggeett  ffoorr  tthhiiss  pprroojjeecctt  iiss  $$115533779900..    
OObbjjeeccttiivveess  
IInncclluuddee  tthhee  oobbjjeeccttiivveess  ffrroomm  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann  tthhaatt  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
All of Custer Country’s objectives will be addressed by our Consumer Ads project. 

MEASURABLE OBJECTIVES 
1. Increase Bed Tax Collections in the region by 5%. 
2. Increase attendance at events such as the Miles City Bucking Horse Sale, the Little 

Bighorn Reenactments and Clark Days at Pompeys Pillar by 15%. 
3. Increase web “hits” by 25%. 
4. Increase inquiries through our call center by 10%. 
5. Extend length of stay by visitors to Custer Country to the state average of 4.78 

nights. 
6. Increase the value of press coverage to $50000 through advertorial and editorial 

submissions to regional and national publications. 
7. Increase traffic on two-lane roads in Custer Country by 5%. 

  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
The following portions of our Marketing Plan support this project. 

GOALS 
1.  To inform and educate travelers both in-state and out-of-state, about the 
attractions, events and recreational experiences available to them in Custer Country. 
4. To promote events and communities through PR and consumer advertising efforts  
and through hosting press tours that include not only the major cities in Custer Country, 
but also the smaller communities and events. We also promote these communities through 

AApppprroovvaall  RReeqquueesstteedd  

__XX__        FFiinnaall  



the calendar of events in our Custer Country Guide and on our website, which is being 
constantly updated. 
8. To promote the historical significance of the region, especially the history and 
legend of George Custer and the U.S. 7th Cavalry and the Clark on the Yellowstone Trail.     
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        

 Goa1.1.-Increase four-season tourism revenues statewide through 
effective marketing and promotions, focusing on high-value, low-
impact visitors. 

 1.1e- Enhance tracking/reporting and ROI from state, regional, and 
CVB advertising. 

 Goal 10:  Build an effective “team” to implement the Strategic Plan 
and report results. 

    10.2- Create public/private/tribal partnerships for cooperative project      
implementation  
  
YYoouu  mmaayy  ppuutt  aaddddiittiioonnaall  iinnffoorrmmaattiioonn  oonn  tthhee  bbaacckk  iiff  nneecceessssaarryy..  
  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess        
 
 
CONSUMER ADVERTISING  
BUDGET REQUEST     
  Ad Placement       133000 
  Montana Travel Planner    3000
  welcome!Visitors       6290
  CONSUMER AD 
PRODUCTION(Pro. Svcs.)    11500

TOTAL             153790 
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PUBLICATIONS BEING CONSIDERED FOR CONSUMER AD PLACEMENTS IN FISCAL ‘09 
 
Good Housekeeping 
Reader’s Digest 
History Channel  
Midwest Living 
Discover America 
Packaged Travel Insider  
Audubon 
Nat’l Geo Traveler 
Northwest Travel Magazine 
AAA Tour Book 
AAA Home and Away  
Western Journey 
Birders World Magazine 
Travel 50 
Camping Life 
Trailer Life 
True West 
Field and Stream 
Highways 
Motor Home 
Shoot! Magazine 
99 Things to do in Yellowstone Country (Yellowstone International) 
Eastmans’ Hunting Journal 
Montana Sporting Journal 
Midwest Vacation Guide (newspaper insert) 
American History 
Wild West 
Sunset Magazine 
Budget Travel 
Travel + Leisure 
Canadian Cowboy Country Magazine 
AARP 
Seattle Metropolitan 
Portland Monthly 
Texas Monthly 
Thunder Press 
Quick Throttle 
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee____PPUUBBLLIICCAATTIIOONNSS--CCUUSSTTEERR  CCOOUUNNTTRRYY  VVAACCAATTIIOONN    
GGUUIIDDEE______  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..      
NNaarrrraattiivvee  mmuusstt  pprroovviiddee  eennoouugghh  ddeettaaiillss  tthhaatt  tthhoossee  rreevviieewwiinngg  tthhee  aapppplliiccaattiioonn  ccaann  ccoommpprreehheenndd  oorr  
vviissuuaalliizzee  tthhee  ffuullll  ssccooppee  ooff  tthhee  pprroojjeecctt..    NNaarrrraattiivvee  sshhoouulldd  bbee  aa  ffuullll  oovveerrvviieeww,,  yyeett  eexxpplliicciitt  aanndd  ttoo  tthhee  
ppooiinntt..    
TThhee  CCuusstteerr  CCoouunnttrryy  VVaaccaattiioonn  GGuuiiddee  ccoonnttiinnuueess  ttoo  bbee  aa  ppooppuullaarr  aanndd  uusseeffuull  ppiieeccee  ffoorr  vviissiittoorrss  
aanndd  tthhoossee  wwhhoo  aarree  ccoonntteemmppllaattiinngg  aa  vviissiitt  ttoo  tthhee  aarreeaa..    TThhee  44--ccoolloorr,,  113322--ppaaggee  gglloossssyy  gguuiiddee  
ccoonnttaaiinnss  uusseeffuull  iinnffoorrmmaattiioonn  aabboouutt  tthhee  llaarrggeerr  aanndd  ssmmaallll  ttoowwnnss  iinn  CCuusstteerr  CCoouunnttrryy  aalloonngg  wwiitthh  
aa  ssttaattee  mmaapp,,  aa  ccaalleennddaarr  ooff  eevveennttss  ffoorr  tthhee  rreeggiioonn  aanndd  iinnffoorrmmaattiioonn  aabboouutt  hhuunnttiinngg,,  ffiisshhiinngg,,  
bbiirrdd--wwaattcchhiinngg,,  ddaayy--ttrriippss  aanndd  ootthheerr  rreeccrreeaattiioonnaall  ppuurrssuuiittss  iinn  oouurr  rreeggiioonn..    RReepprreesseennttaattiivveess  ooff  
CCeerrttiiffiieedd  FFoollddeerr  iinn  MMoonnttaannaa,,  WWyyoommiinngg  aanndd  SSoouutthh  DDaakkoottaa  tteellll  uuss  tthhaatt  oouurr  gguuiiddeess  aarree  ttaakkeenn  
ffrroomm  tthhee  sshheellvveess  mmoorree  qquuiicckkllyy  tthhaann  mmoosstt  ootthheerr  ppuubblliiccaattiioonnss  ooff  iittss  ttyyppee..    IInn  rreessppoonnssee  ttoo  oouurr  
hhaavviinngg  rruunn  oouutt  ooff  gguuiiddeess  iinn  NNoovveemmbbeerr  llaasstt  yyeeaarr,,  wwee  iinnccrreeaasseedd  oouurr  pprriinnttiinngg  rruunn  ttoo  114400,,000000  
ccooppiieess  iinn  ffiissccaall  ’’0088..    WWee  wwiillll  ddeetteerrmmiinnee  wwhheetthheerr  aa  ffuurrtthheerr  iinnccrreeaassee  iiss  nneeeeddeedd  iinn  ffiissccaall  ’’0099  aass  
aa  rreessuulltt  ooff  hhooww  lloonngg  tthheessee  llaasstt..    OOuurr  ttoottaall  bbeedd  ttaaxx  bbuuddggeett  ffoorr  tthhee  pprroojjeecctt  iiss  $$111155,,000000  ffoorr  
pprroodduuccttiioonn,,  pprriinnttiinngg  aanndd  sshhiippmmeenntt  ooff  tthhee  gguuiiddeess..  
OObbjjeeccttiivveess  
IInncclluuddee  tthhee  oobbjjeeccttiivveess  ffrroomm  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann  tthhaatt  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

MEASURABLE OBJECTIVES 
1. Increase Bed Tax Collections in the region by 5%. 
2. Increase attendance at events such as the Miles City Bucking Horse Sale, the Little 

Bighorn Reenactments and Clark Days at Pompeys Pillar by 15%. 
5.   Extend length of stay by visitors to Custer Country to the state average of 4.78 nights. 
6. Increase the value of press coverage to $50000 through advertorial and editorial 

submissions to regional and national publications. 
7. Increase traffic on two-lane roads in Custer Country by 5%. 

  
  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
TThhiiss  pprroojjeecctt  ssuuppppoorrttss  aallll  ooff  tthhee  ppoorrttiioonnss  ooff  oouurr  mmaarrkkeettiinngg  ppllaann,,  bbuutt  mmoosstt  ssppeecciiffiiccaallllyy  tthhee  
ffoolllloowwiinngg::  

TARGET DEMOGRAPHICS 

AApppprroovvaall  RReeqquueesstteedd  

______XX__FFiinnaall  
  



 Our target demographics are based upon 2005 ITRR statistics for non-resident visitors to 
Custer Country, inquiry statistics and successful ad campaigns from previous years.  We have 
targeted five major demographic groups as follows: 
 

• A.  Leisure Travelers- primary 25 – 75 years old 
1. Travel by car 
2. Average age 53 
3. Income more than $60,000 (According to 2005 ITRR profiles, 37% earn 

less and 63% earn more. 
4. More than 60% have no college education. 
5. Spend an average of 4.56 night in the state 
6. Average group size 2.46 people 
7. Primarily travel with family members. 
 Interests/Attractions 

• Driving for pleasure and viewing scenery 
• Viewing wildlife 
• Yellowstone Park 
• Exploring new places 
• Relaxing, escaping routine, not rushing 
• Nature photography 
• Learning new things 
• Shopping 
• Visiting historic sites 
• Visiting friends and relatives 

• F. Eco- and Geo Tourists 
 1. Interested in preserving the pristine nature of Montana’s landscape. 
 2. Are looking for things they can’t see in their own communities. 
 3. Are “low-impact, high-value” travelers. 
 4. Are interested in historical and cultural events and sites. 

Miscellaneous Marketing Methods 
• Toll free line to call center 
• Events promotion and brochures through our Cooperative Marketing 

Program 
• Consumer trade shows 
• Custer Country Guide  

  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        

 Goa1.1.-Increase four-season tourism revenues statewide through 
effective marketing and promotions, focusing on high-value, low-
impact visitors. 

  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess      NNoo  
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CUSTER COUNTRY 

 PUBLICATIONS- CUSTER COUNTRY VACATION 
GUIDE   

       
  State Tourism Funds   Other Funds   Total 
PROFESSIONAL SERVICES:             
Editing  $4,999 + $6,000 = $10,999
Production and Design  $4,999 + $1,500 = $6,499
Layout  $4,999 + $1,500 = $6,499
Printing and delivery  $99,753 + $0 = $99,753
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0

TOTAL   $114,750   $9,000   
$123,75

0
       
MARKETING/ADVERTISING:             
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL   $0   $0   $0
       
TRAVEL:             
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL   $0   $0   $0
       
OTHER:             
UPS/Fedex  $150 + $0 = $150
Postage  $100 + $0 = $100
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL   $250   $0   $250
            
       

REGION/CVB           PROJECT 
TOTAL 

  
$115,000 + $9,000 = $124,00

0

25 
 



26 
 

  
  
  
  
  
  
PPRRIINNTTEEDD  MMAATTEERRIIAALLSS  
  
PPuubblliiccaattiioonn____CCUUSSTTEERR  CCOOUUNNTTRRYY  VVAACCAATTIIOONN  GGUUIIDDEE____  QQuuaannttiittyy______UUpp  ttoo  115500,,000000  

SSiizzee____88..2255””  XX  1100..7755””________________________  

AAdd  SSaalleess  ((YYeess  oorr  NNoo))__________YYeess______________  PPeerrcceennttaaggee  ____4400%%____________________________________________  

DDiissttrriibbuuttiioonn  PPllaann  ((aarreeaass  &&  mmeetthhoodd))__________NNaattiioonnaall  aanndd  IInntteerrnnaattiioonnaall  vviiaa  MMAARRSS  SSttoouutt,,  CCeerrttiiffiieedd  

FFoollddeerr,,  CChhaammbbeerrss  ooff  CCoommmmeerrccee,,  VVIICCss,,  EExxeeccuuttiivvee  DDiirreeccttoorr,,  UUPPSS,,  UU..SS..  MMaaiill____________  
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee______EE--NNEEWWSSLLEETTTTEERR__________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..      
OOuurr  nneewwllyy--llaauunncchheedd  EE--nneewwsslleetttteerr  hhaass  rreecceeiivveedd  eexxcceelllleenntt  ccoommmmeennttss  aanndd  wwee  wwiillll  ccoonnttiinnuuee  ttoo  
iissssuuee  nneeww  oonneess  aatt  lleeaasstt  qquuaarrtteerrllyy  aanndd  wwhheenn  eevveennttss  aanndd  bbrreeaakkiinngg  nneewwss  wwaarrrraannttss..    WWee  
ccuurrrreennttllyy  hhaavvee  oovveerr  11220000  ssuubbssccrriibbeerrss  aanndd  wwee  hhooppee  ttoo  ddeevveelloopp  aa  bbrrooaaddeerr  bbaassee  ooff  rreeaaddeerrss  aass  
wwee  iimmpprroovvee  tthhee  qquuaalliittyy  aanndd  ccoonntteenntt  ooff  tthhee  nneewwsslleetttteerrss..    TThhrroouugghh  tthhee  ddiisssseemmiinnaattiioonn  ooff  tthhiiss  
EE--nneewwsslleetttteerr,,  wwee  hhooppee  ttoo  iinnccrreeaassee  ttrraaffffiicc  ttoo  oouurr  wweebbssiittee  aanndd  tthheerreebbyy  ggeenneerraattee  tthhee  ddeessiirree  ttoo  
vviissiitt  oouurr  rreeggiioonn..      
OObbjjeeccttiivveess  ffrroomm  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann  tthhaatt  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
  

MEASURABLE OBJECTIVES 
1. Increase Bed Tax Collections in the region by 5%. 
3.   Increase web “hits” by 25%. 

      4.   Increase inquiries through our call center by 10%. 
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

GOALS 
1. To inform and educate travelers both in-state and out-of-state, about the 

attractions, events and recreational experiences available to them in Custer 
Country 

4. To promote events and communities through PR and consumer advertising efforts 
and through hosting press tours that include not only the major cities in Custer 
Country, but also the smaller communities and events. We also promote these 
communities through the calendar of events in our Custer Country Guide and on our 
website, which is being constantly updated. 

HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        
1.4d- Use technology to enhance visitor information and 
marketing efforts. 

DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess        
CUSTER COUNTRY 

 E-NEWSLETTER   
       
  State Tourism Funds   Other Funds   Total 
PROFESSIONAL SERVICES:            
Compilation, collating and   $0 + $0 = $0
organization of subscriber  $0 + $0 = $0
lists, transfer of content to   $0 + $0 = $0
website, purchase of email  $0 + $0 = $0
addresses.  $7,750 + $0 = $7,750
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $7,750   $0   $7,750

AApppprroovvaall  RReeqquueesstteedd  

____XX______FFiinnaall  
__________PPrreelliimmiinnaarryy  
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  

    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee______IINNTTEERRNNEETT  SSIITTEE  DDEESSIIGGNN  AANNDD  MMAAIINNTTEENNAANNCCEE  ________________________________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..      
NNaarrrraattiivvee  mmuusstt  pprroovviiddee  eennoouugghh  ddeettaaiillss  tthhaatt  tthhoossee  rreevviieewwiinngg  tthhee  aapppplliiccaattiioonn  ccaann  ccoommpprreehheenndd  oorr  
vviissuuaalliizzee  tthhee  ffuullll  ssccooppee  ooff  tthhee  pprroojjeecctt..    NNaarrrraattiivvee  sshhoouulldd  bbee  aa  ffuullll  oovveerrvviieeww,,  yyeett  eexxpplliicciitt  aanndd  ttoo  tthhee  
ppooiinntt..    
OOuurr  IInntteerrnneett  SSiittee  ccoonnttiinnuueess  ttoo  aattttrraacctt  vviissiittoorrss  dduuee  ttoo  oouurr  ccoonnssuummeerr  aaddss  aanndd  PPRR  pprrooggrraammss,,  
iinn  aaddddiittiioonn  ttoo  wwoorrdd  ooff  mmoouutthh..    WWiitthh  eevveerr--iinnccrreeaassiinngg  nnuummbbeerrss  ooff  ppootteennttiiaall  vviissiittoorrss  ppllaannnniinngg  
tthheeiirr  ttrriippss  vviiaa  tthhee  iinntteerrnneett,,  iitt  iiss  iimmppoorrttaanntt  tthhaatt  wwee  ccoonnttiinnuuee  ttoo  aadddd  ppaaggeess,,  uuppkkeeeepp  oouurr  ““PPrreessss  
RRoooomm””  sseeccttiioonn  aanndd  ccoonnttiinnuuee  oouurr  EE--nneewwsslleetttteerr..    OOuurr  ssiittee  iiss  aacccceessssiibbllee  vviiaa  sseevveerraall  mmeeaannss::  
CCuusstteerrCCoouunnttrryy..oorrgg,,  ..ccoomm,,  ..nneett,,..  ..bbiizz  aanndd  vviiaa  tthhee  oorriiggiinnaall  CCuusstteerr..VViissiittMMTT..ccoomm..    OOuurr  ssiittee  iiss  
hhoosstteedd  bbyy  TTrraavveell  MMoonnttaannaa  aanndd  oouurr  mmaarrkkeettiinngg  ffiirrmm  wwoorrkkss  cclloosseellyy  wwiitthh  TTMM’’ss  ssttaaffff  ttoo  eennssuurree  
ccoommppaattiibbiilliittyy  aanndd  aaddhheerreennccee  ttoo  TTMM’’ss  rreeqquuiirreemmeennttss..  WWee  hhooppee  ttoo  iinnccoorrppoorraattee  eelleemmeennttss  ooff  
vviirraall  mmaarrkkeettiinngg,,  wweebbccaassttiinngg,,  bbllooggggiinngg  aanndd  ootthheerr  nneeww  tteecchhnnoollooggiieess  ttoo  oouurr  wweebbssiittee  dduurriinngg  tthhee  
ffiissccaall  yyeeaarr..  
OObbjjeeccttiivveess  

MEASURABLE OBJECTIVES 
2. Increase Bed Tax Collections in the region by 5%. 
3. Increase attendance at events such as the Miles City Bucking Horse Sale, the Little 

Bighorn Reenactments and Clark Days at Pompeys Pillar by 15%. 
4. Increase web “hits” by 25%. 
5. Increase inquiries through our call center by 10%. 
6. Extend length of stay by visitors to Custer Country to the state average of 4.78 

nights. 
  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
MMaarrkkeettiinngg  MMeetthhooddss  

Website 
                 Continue to update and improve our website through the addition of new 
pages and interactive functions. 

  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        

 Goa1.1.-Increase four-season tourism revenues statewide through 
effective marketing and promotions, focusing on high-value, low-
impact visitors. 

 1.4d- Use technology to enhance visitor information and marketing 
efforts. 

  
  

AApppprroovvaall  RReeqquueesstteedd  

____XX____FFiinnaall  



  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess        
  

CUSTER COUNTRY 
 INTERNET SITE DESIGN AND MAINTENANCE   

       
  State Tourism Funds   Other Funds   Total 
PROFESSIONAL SERVICES: 
CYNROC BUSINESS 
DEVELOPMENT            
DESIGN AND MAINTENANCE $18,000 + $0 = $18,000
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $18,000   $0   $18,000
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee__________TTEELLEEMMAARRKKEETTIINNGG//FFUULLFFIILLLLMMEENNTT__________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..      
NNaarrrraattiivvee  mmuusstt  pprroovviiddee  eennoouugghh  ddeettaaiillss  tthhaatt  tthhoossee  rreevviieewwiinngg  tthhee  aapppplliiccaattiioonn  ccaann  ccoommpprreehheenndd  oorr  
vviissuuaalliizzee  tthhee  ffuullll  ssccooppee  ooff  tthhee  pprroojjeecctt..    NNaarrrraattiivvee  sshhoouulldd  bbee  aa  ffuullll  oovveerrvviieeww,,  yyeett  eexxpplliicciitt  aanndd  ttoo  tthhee  
ppooiinntt..    
TTeelleemmaarrkkeettiinngg  aanndd  FFuullffiillllmmeenntt  wwiillll  aaggaaiinn  bbee  hhaannddlleedd  bbyy  sseevveerraall  mmeeaannss..    TThhee  ffiirrsstt  iiss  bbyy  
ppuurrcchhaassiinngg  tthhee  sseerrvviicceess  ooff  MMAARRSS--SSttoouutt,,  wwhhoo  wwiillll  pprroovviiddee  bbuullkk  mmaaiilliinngg  ooff  oouurr  CCuusstteerr  
CCoouunnttrryy  GGuuiiddee  aass  tthhee  rreessuulltt  ooff  iinnqquuiirriieess  ccoommiinngg  ttoo  tthheemm  vviiaa  oouurr  wweebbssiittee,,  oouurr  ccoonnssuummeerr  aaddss,,  
lleeaaddss  rreecceeiivveedd  ffrroomm  oouurr  ppaarrttnneerrss,,  tteelleepphhoonnee  rreeqquueessttss  aanndd  tthhoossee  aaccqquuiirreedd  aatt  ttrraavveell  aanndd  ttrraaddee  
sshhoowwss..    MMAARRSS--SSttoouutt  wwiillll  aallssoo  ccoollllaattee  aanndd  rreeppoorrtt  oonn  tthhee  nnuummbbeerrss  ooff  lleeaaddss  rreecceeiivveedd  ffrroomm  
eeaacchh  ssoouurrccee  oonn  aa  mmoonntthhllyy  bbaassiiss,,  pprroovviiddiinngg  ccoommppaarraabbllee  nnuummbbeerrss  ffrroomm  pprreevviioouuss  yyeeaarr((ss))..      
WWee  aallssoo  uussee  tthhee  sseerrvviicceess  ooff  aa  UUPPSS  sshhiippppiinngg  ppooiinntt  iinn  HHaarrddiinn,,  MMTT  wwhheenn  ccaassee  lloottss  aarree  
rreeqquueesstteedd..      
IInn  aaddddiittiioonn,,  oouurr  gguuiiddeess  aanndd  ootthheerr  rreeggiioonnaall  iinnffoorrmmaattiioonn  iiss  ddiissttrriibbuutteedd  vviiaa  CCeerrttiiffiieedd  FFoollddeerr  
ffrroomm  wwaarreehhoouusseess  iinn  MMoonnttaannaa,,  SSoouutthh  DDaakkoottaa  aanndd  WWyyoommiinngg..      
CCuusstteerr  CCoouunnttrryy’’ss  EExxeeccuuttiivvee  DDiirreeccttoorr  ddiissttrriibbuutteess  gguuiiddeess  ttoo  tthhoossee  aarreeaass  nnoott  sseerrvveedd  bbyy  
CCeerrttiiffiieedd  FFoollddeerr  iinn  eeaasstteerrnn  MMoonnttaannaa..      
CCuusstteerr  CCoouunnttrryy  aallssoo  rreeiimmbbuurrsseess  tthhee  BBiilllliinnggss  CChhaammbbeerr  ooff  CCoommmmeerrccee  aanndd  ootthheerr  ssmmaalllleerr  
CChhaammbbeerrss  ffoorr  mmaaiilliinngg  gguuiiddeess  aass  aa  rreessuulltt  ooff  iinnqquuiirriieess  mmaaddee  ddiirreeccttllyy  ttoo  tthhoossee  CChhaammbbeerrss..  
TThhiiss  yyeeaarr’’ss  bbuuddggeett  ffoorr  tteelleemmaarrkkeettiinngg  aanndd  ffuullffiillllmmeenntt  iiss  $$2299990000..  
OObbjjeeccttiivveess  
IInncclluuddee  tthhee  oobbjjeeccttiivveess  ffrroomm  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann  tthhaatt  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

MEASURABLE OBJECTIVES 
3.3.     Increase inquiries through our call center by 10%.  

GOALS 
1.  To inform and educate travelers both in-state and out-of-state, about the 
attractions, events and recreational experiences available to them in Custer 
Country. 

  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

GOALS 
1.  To inform and educate travelers both in-state and out-of-state, about the 
attractions, events and recreational experiences available to them in Custer 
Country. 

  

AApppprroovvaall  RReeqquueesstteedd  

____XX______FFiinnaall  
__________PPrreelliimmiinnaarryy  



BByy  pprroovviiddiinngg  rreelliiaabbllee  aanndd  ttiimmeellyy  ddiissttrriibbuuttiioonn  ooff  oouurr  gguuiiddeess  aanndd  ootthheerr  pprriinntteedd  mmaatteerriiaallss,,  
oouurr  tteelleemmaarrkkeettiinngg//ffuullffiillllmmeenntt  pprroojjeecctt  wwiillll  aallssoo  hheellpp  ttoo  ccoorrrreecctt  ssoommee  ooff  tthhee  wweeaakknneesssseess  nnootteedd  
iinn  oouurr  mmaarrkkeettiinngg  ppllaann,,  iinncclluuddiinngg::  

WEAKNESSES 
 1. Perceptions.    Many visitors are burdened with the mistaken impression that 
all of Montana looks like Glacier or Yellowstone National Parks.  While these two world-
famous National Parks are a definite draw to Montanans, the images potential visitors see 
of them don’t prepare them for the equally beautiful landscapes that can be found in the 
eastern portions of the state.  Indeed, visitors often are awe-stricken by the colorful 
geological formations and the sandstone faces and figures that seem to have been carved in 
the sandstone hills of Custer Country.   
 3.  Lack of understanding of the region’s historic importance.   Many people are 
unaware of the important role Custer Country has played in U.S. history.  Beginning with 
its acquisition in the Louisiana Purchase to the importance of the Battle of the Little Big 
Horn and continuing today with the role the region plays in filling the energy needs of the 
Nation, Custer Country’s impact on history is largely unknown or misunderstood.   
  Even those who claim to know American History are sometimes unaware of 
the extent of Capt. William Clark’s exploration and research in the Yellowstone Valley 
during the Lewis and Clark Expedition of 1804-1806.  Custer Country has expended 
considerable time and funds into helping to improve its importance in this historic trek. 
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        
  

 Goa1.1.-Increase four-season tourism revenues statewide through 
effective marketing and promotions, focusing on high-value, low-
impact visitors. 

  
DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess        

BBuuddggeett  iiss  sshhoowwnn  bbeellooww::  
  

TELEMARKETING/FULFILLMENT     
   U.S. Postal Svc. (Bulk)    12000  
   UPS        700  
  Billings Chamber      3000  
  Distribution Service (Cert. Folder)  3000  
  MARS Stout       10000  
  Envelopes and Supplies    200  
  Small Chambers      1000  
TOTAL FULFILLMENT      29900
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee____PPUUBBLLIICCIITTYY______________________________  
                                          MMAARRKKEETTIINNGG  PPEERRSSOONNNNEELL//PPUUBBLLIICC  RREELLAATTIIOONNSS______________  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..        
PPuubblliicc  rreellaattiioonnss  dduuttiieess  wweerree  ttaakkeenn  oovveerr  iinn  ffiissccaall  ’’0088  bbyy  tthhee  EExxeeccuuttiivvee  DDiirreeccttoorr  dduuee  ttoo  tthhee  
llaacckk  ooff  oouuttppuutt  bbyy  tthhee  ffiirrmm  wwee  hhaadd  hhiirreedd..    WWee  wwiisshh  ttoo  ccoonnttiinnuuee  tthhaatt  aarrrraannggeemmeenntt  aaggaaiinn  iinn  
ffiissccaall  ’’0099..  TThhee  rreeqquueesstteedd  bbuuddggeett  iiss  $$1144000000..    TThhee  ffoolllloowwiinngg  dduuttiieess  wwoouulldd  bbee  ppeerrffoorrmmeedd::  

••  Preparation  of  press  releases  about  events,  attractions  and  news  in  Custer  Country.  
These  press  releases  would  be  distributed  to  newspapers,  magazines  and  e-zines  
regionally,  nationally  and  internationally  through  a  contact  list  that  is  continually  
expanded.  

Preparation of press releases about events, attractions and news in Custer Country.
These press releases would be distributed to newspapers, magazines and e-zines
regionally, nationally and internationally through a contact list that is continually
expanded.

••  Plan  and  direct  FAM  tours  for  qualified  journalists.  Plan and direct FAM tours for qualified journalists.
••  Attend  meetings  of  Chambers  of  Commerce,  civic  organizations  an  municipal  

groups  to  explain  the  role  of  Custer  Country  in  enhancing  economic  development  
through  tourism  in  the  region.    

Attend meetings of Chambers of Commerce, civic organizations an municipal
groups to explain the role of Custer Country in enhancing economic development
through tourism in the region.

••  Act  as  a  contact  person  for  news  organizations  magazines  and  other  publications  
when  information  on  Custer  Country  is  requested.  
Act as a contact person for news organizations magazines and other publications
when information on Custer Country is requested.

••  Coordinate  press  releases  with  the  Consumer  Ads  that  run  by  Custer  Country  and  
with  the  CusterCountry.com  website.      
Coordinate press releases with the Consumer Ads that run by Custer Country and
with the CusterCountry.com website.

••  Attend  trade  and  travel  shows  to  distribute  literature  and  to  encourage  visitation  to  
the  region.  
Attend trade and travel shows to distribute literature and to encourage visitation to
the region.

••  Market  and  “sell”  Custer  Country  to  potential  visitors  from  the  U.S.  and  foreign  
countries.  
Market and “sell” Custer Country to potential visitors from the U.S. and foreign
countries.

••  Provide  photographs  for  entities  to  use  in  promotional  materials  from  the  Custer  
Country  archives  and  Travel  Montana  sources.  
Provide photographs for entities to use in promotional materials from the Custer
Country archives and Travel Montana sources.

••  Work  with  CVBs  and  regions  in  the  state  to  promote  Montana  as  a  destination.    Work with CVBs and regions in the state to promote Montana as a destination.
••  Work  on  the  development  of  a  brand  image  for  Custer  Country.  Work on the development of a brand image for Custer Country.

OObbjjeeccttiivveess  
1. Increase Bed Tax Collections in the region by 5%. 
2. Increase attendance at events such as the Miles City Bucking Horse Sale, the Little 

Bighorn Reenactments and Clark Days at Pompeys Pillar by 15%. 
3. Increase web “hits” by 25%. 
4. Increase inquiries through our call center by 10%. 
5. Extend length of stay by visitors to Custer Country to the state average of 4.78 

nights. 
6. Increase the value of press coverage to $50000 through advertorial and editorial 

submissions to regional and national publications. 
7. Increase traffic on two-lane roads in Custer Country by 5%. 

AApppprroovvaall  RReeqquueesstteedd  

XX    FFiinnaall  
  



          
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

GOALS 
1.      To inform and educate travelers both in-state and out-of-state, about the attractions, 
events and recreational experiences available to them in Custer Country. 
4.    To promote events and communities through PR and consumer advertising efforts  and 
through hosting press tours that include not only the major cities in Custer Country, but 
also the smaller communities and events. We also promote these communities through the 
calendar of events in our Custer Country Guide and on our website, which is being 
constantly updated. 
5. To educate the general public, including those who live in Custer Country, about the 
structure and importance of tourism regions in Montana, and the economic impact tourism 
and recreation have on the state.   
8. To promote the historical significance of the region, especially the history and 
legend of George Custer and the U.S. 7th Cavalry and the Clark on the Yellowstone Trail.     
9. To encourage Custer Country visitors to visit the smaller towns and participate in 
the local events of these smaller towns that they haven’t been to before.   
10. To encourage travelers to increase their total time in Custer Country, thereby 
creating a greater economic impact on the region.  
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        

 Goal 4: Enhance and preserve Montana’s culture and history ( 
historic sites, museum, art, music, etc.) 

4.1a- Use historic/cultural attractions as venues for conferences, 
events and seminars. 

 Goal 5: Support appropriate tourism business growth, including new 
tourism products and services for target customer markets. 

5.1c- Encourage use of Made/Grown in MT products by 
restaurants, markets, retailers, etc. 
5.2a- Distribute assistance information via tourism meetings, web 
sited, newsletters, etc. 

  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess        
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CUSTER COUNTRY 
 PUBLICITY   

       
  State Tourism Funds   Other Funds   Total 
PROFESSIONAL SERVICES:            
PUBLIC RELATIONS SALARY $8,500 + $0 = $8,500
FAM TOURS  $3,000 + $0 = $3,000
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $11,500   $0   $11,500
       
MARKETING/ADVERTISING:            
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $0   $0   $0
       
TRAVEL:            
PERSONAL CAR  $700 + $0 = $700
Commercial Transportation  $1,000 + $0 = $1,000
Lodging  $300 + $0 = $300
Vehicle Rental  $500 + $0 = $500
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $2,500   $0   $2,500
       
OTHER:            
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $0   $0   $0
            
       

REGION/CVB           PROJECT 
TOTAL 

 
$14,000 + $0 = $14,000
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee____FFAAMMSS__________________________________________________________________________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..      
NNaarrrraattiivvee  mmuusstt  pprroovviiddee  eennoouugghh  ddeettaaiillss  tthhaatt  tthhoossee  rreevviieewwiinngg  tthhee  aapppplliiccaattiioonn  ccaann  ccoommpprreehheenndd  oorr  
vviissuuaalliizzee  tthhee  ffuullll  ssccooppee  ooff  tthhee  pprroojjeecctt..    NNaarrrraattiivvee  sshhoouulldd  bbee  aa  ffuullll  oovveerrvviieeww,,  yyeett  eexxpplliicciitt  aanndd  ttoo  tthhee  
ppooiinntt..    
CCuusstteerr  CCoouunnttrryy  uunnddeerrssttaannddss  tthhee  iimmppoorrttaannccee  ooff  iinnddeeppeennddeenntt  pprreessss  ccoovveerraaggee  rreeggiioonnaallllyy,,  
nnaattiioonnaallllyy  aanndd  iinntteerrnnaattiioonnaallllyy..    FFoorr  tthhiiss  rreeaassoonn,,  wwee  ppllaann  ttoo  oorrggaanniizzee  aatt  lleeaasstt  tthhrreeee  FFAAMM  
ttoouurrss  wwiitthh  qquuaalliiffiieedd  wwrriitteess  ffrroomm  oouuttssiiddee  tthhee  CCuusstteerr  CCoouunnttrryy  RReeggiioonn..    TThheessee  FFAAMMss  wwiillll  
eeiitthheerr  bbee  iinnddeeppeennddeenntt,,  ccooooppeerraattiivvee  wwiitthh  TTrraavveell  MMoonnttaannaa,,  oorr  iinn  ppaarrttnneerrsshhiipp  wwiitthh  ootthheerr  
rreeggiioonnss..    TThhee  pprreelliimmiinnaarryy  bbuuddggeett  ffoorr  tthhiiss  pprroojjeecctt  iiss  $$44000000..  PPrroojjeecctt  ddeettaaiillss  wwiillll  bbee  ssuubbmmiitttteedd  
ttoo  AAuuddiittss  aanndd  AAppppss..  ffoorr  ffiinnaall  aapppprroovvaall  aatt  aa  llaatteerr  ddaattee..    
OObbjjeeccttiivveess  

1. Increase Bed Tax Collections in the region by 5%. 
2. Increase attendance at events such as the Miles City Bucking Horse Sale, the Little 

Bighorn Reenactments and Clark Days at Pompeys Pillar by 15%. 
3. Increase web “hits” by 25%. 
4. Increase inquiries through our call center by 10%. 
5. Extend length of stay by visitors to Custer Country to the state average of 4.78 

nights. 
6. Increase the value of press coverage to $50000 through advertorial and editorial 

submissions to regional and national publications. 
7. Increase traffic on two-lane roads in Custer Country by 5%. 

  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
TThhiiss  pprroojjeecctt  iiss  ddeessiiggnneedd  ttoo  hheellpp  ppuubblliicciizzee  tthhee  SSttrreennggtthhss  oouuttlliinneedd  iinn  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  
oouurr  mmaarrkkeettiinngg  ppllaann  aanndd  ttoo  hheellpp  aaddddrreessss  tthhee  WWeeaakknneesssseess..  
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        

 Goa1.1.-Increase four-season tourism revenues statewide through 
effective marketing and promotions, focusing on high-value, low-
impact visitors. 

1.1a- Expand partnerships with tourism businesses/attractions as 
co-op partners.. 
1.1c- Attend consumer travel shows targeting high value, low 
impact visitors. 
1.1d- Continue marketing to international travelers 

AApppprroovvaall  RReeqquueesstteedd  

__________FFiinnaall  
____XX______PPrreelliimmiinnaarryy  



1.1e- Enhance tracking/reporting and ROI from state, regional, and 
CVB advertising. 
1.2d- Target travel media to increase visibility of MT as a leisure 
travel destination. 
1.3a- Host an annual marketing plan meeting to coordinate the 
marketing planning process.   
1.3b- Implement the new Montana tourism brand. 
1.3c- Conduct educational tourism workshops, presentations, and 
webinars. 
1.4b- Establish criteria for officially-designated visitor information 
sites statewide.  
1.4c- Provide advanced training for all VICs, including regional 
familiarization tours. 
1.4d- Use technology to enhance visitor information and marketing 
efforts. 
1.4e-  Expand displays of MT destination/products at all visitor 
locations statewide.  

  
  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd              NNoo  
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee____WWAARRRRIIOORR  TTRRAAIILL  PPRROOJJEECCTT__________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..      
NNaarrrraattiivvee  mmuusstt  pprroovviiddee  eennoouugghh  ddeettaaiillss  tthhaatt  tthhoossee  rreevviieewwiinngg  tthhee  aapppplliiccaattiioonn  ccaann  ccoommpprreehheenndd  oorr  
vviissuuaalliizzee  tthhee  ffuullll  ssccooppee  ooff  tthhee  pprroojjeecctt..    NNaarrrraattiivvee  sshhoouulldd  bbee  aa  ffuullll  oovveerrvviieeww,,  yyeett  eexxpplliicciitt  aanndd  ttoo  tthhee  
ppooiinntt..    
AAtt  tthhee  22000088  MMoonnttaannaa  lleeggiissllaattiivvee  sseessssiioonn,,  HHiigghhwwaayy  221122  wwaass  ddeessiiggnnaatteedd  aass  ““TThhee  WWaarrrriioorr  
TTrraaiill,,””  iinn  hhoonnoorr  ooff  tthhee  NNaattiivvee  AAmmeerriiccaann  aanndd  UU..SS..  CCaavvaallrryy  ccoommbbaattaannttss  ooff  tthhee  mmiidd--1199tthh  
cceennttuurryy,,  aass  wweellll  aass  tthhee  sseettttlleerrss  wwhhoo  ffoouugghhtt  ttoo  sseettttllee  tthhee  aarreeaa  iinn  ssoouutthheeaasstt  MMoonnttaannaa  wwhhiicchh  
iinncclluuddeess  tthhee  PPoowwddeerr  RRiivveerr  BBaassiinn  aanndd  tthhee  aarreeaa  tthhaatt  ttaakkeess  iinn  tthhee  NNoorrtthheerrnn  CChheeyyeennnnee  aanndd  
CCrrooww  RReesseerrvvaattiioonnss  aanndd  tthhee  LLiittttllee  BBiigghhoorrnn  BBaattttlleeffiieelldd  NNaattiioonnaall  MMoonnuummeenntt..    TThhiiss  
ddeessiiggnnaattiioonn  iiss  aallssoo  bbeeiinngg  ccoonnssiiddeerreedd  ffoorr  tthhee  ssaammee  hhiigghhwwaayy  iinn  SSoouutthh  DDaakkoottaa,,  wwhhiicchh  wwiillll  
ccoonnnneecctt  MMtt..  RRuusshhmmoorree  NNaattiioonnaall  PPaarrkk  wwiitthh  tthhee  LLiittttllee  BBiigghhoorrnn  BBaattttlleeffiieelldd..      
TThhee  ffuunnddiinngg  rreeqquueesstteedd  wwoouulldd  aaiidd  iinn  tthhee  ddeevveellooppmmeenntt  ooff  aa  wweebbssiittee  ffoorr  tthhee  WWaarrrriioorr  TTrraaiill,,  
aalloonngg  wwiitthh  ssiiggnnaaggee,,  bbrroocchhuurreess,,  bbiillllbbooaarrddss,,  ppoosstteerrss  aanndd  aaddvveerrttiissiinngg  ttoo  iinnttrroodduuccee  tthhee  ttrraaiill  aanndd  
iittss  iimmppoorrttaanntt  hhiissttoorryy..    TThhee  ffuunnddiinngg  rreeqquueesstteedd  iiss  $$88,,000000..    CCuusstteerr  CCoouunnttrryy  iiss  aallssoo  pprroovviiddiinngg  
pprriivvaattee  ffuunnddss  ffoorr  tthhee  eeffffoorrtt..    WWee  wwiillll  bbee  ppaarrttnneerriinngg  wwiitthh  tthhee  PPoowwddeerr  RRiivveerr  CChhaammbbeerr  ooff  
CCoommmmeerrccee  aanndd  tthhee  HHiigghhwwaayy  221122  CCuuttaaccrroossss  ccoommmmiitttteeee  ooff  tthhaatt  CChhaammbbeerr  aanndd  wwee  hhooppee  ttoo  
iinncclluuddee  bbootthh  MMoouunntt  RRuusshhmmoorree  NNaattiioonnaall  PPaarrkk  aanndd  LLiittttllee  BBiigghhoorrnn  BBaattttlleeffiieelldd  NNaattiioonnaall  aass  
ppaarrttnneerrss..    OOtthheerr  ppoossssiibbllee  ppaarrttnneerrss  wwoouulldd  bbee  tthhee  SSttaattee  ooff  SSoouutthh  DDaakkoottaa  aanndd  tthhee  NNoorrtthheerrnn  
CChheeyyeennnnee  aanndd  CCrrooww  NNaattiioonnss..  
OObbjjeeccttiivveess  

MEASURABLE OBJECTIVES 
1. Increase Bed Tax Collections in the region by 5%. 
2. Increase attendance at events such as the Miles City Bucking Horse Sale, the Little 

Bighorn Reenactments and Clark Days at Pompeys Pillar by 15%. 
3. Increase web “hits” by 25%. 
4. Increase inquiries through our call center by 10%. 
5. Extend length of stay by visitors to Custer Country to the state average of 4.78 

nights. 
6. Increase the value of press coverage to $50000 through advertorial and editorial 

submissions to regional and national publications. 
7. Increase traffic on two-lane roads in Custer Country by 5%. 

  
  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

AApppprroovvaall  RReeqquueesstteedd  

____XX____PPrreelliimmiinnaarryy  

  



GOALS 
1.  To inform and educate travelers both in-state and out-of-state, about the 
attractions, events and recreational experiences available to them in Custer Country. 
2. To provide economic benefit from tourism to the cities, towns and non-profit 
agencies in Custer Country and Montana.  This will include aiding in the creation of more 
and better-paying jobs in tourism through increased tourism.   
3. To assist towns, cities, museums, event organizers and those involved in tourism-
related events in methods of promoting, growing and organizing events that will draw more 
visitors.  This will include cooperative marketing programs, VIC assistance, grants and 
directions on how to apply for grants from other organizations if the event or program 
does not qualify for assistance from Travel Montana sources. 
4. To promote events and communities through PR and consumer advertising efforts  
and through hosting press tours that include not only the major cities in Custer Country, 
but also the smaller communities and events. We also promote these communities through 
the calendar of events in our Custer Country Guide and on our website, which is being 
constantly updated. 
6. To work with local and state government agencies to help improve existing tourism 
infrastructure and work on planning new visitor destinations and attractions within the 
Custer Country region.  These will include advice on placement and promotion of camp 
sites, motels and recreational facilities and rest areas. 
8. To promote the historical significance of the region, especially the history and 
legend of George Custer and the U.S. 7th Cavalry and the Clark on the Yellowstone Trail.     
9. To encourage Custer Country visitors to visit the smaller towns and participate in 
the local events of these smaller towns that they haven’t been to before.   
10. To encourage travelers to increase their total time in Custer Country, thereby 
creating a greater economic impact on the region.  
11. To have a strong internet presence and to keep the information on it current and 
entertaining. 
12. To work cooperatively with other CVBs and Tourism Regions, State and Federal 
agencies and through public/private partnerships. 
13. To publish and promote the newly-created Warrior Trail through cooperation with 
the communities lying along the trail and the State of South Dakota, who will soon consider 
extending the trail into their state. 
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        

 Goal 2: Attain public policy and citizen support for sustainable 
tourism and recreation.  

 Goal 3: Address management and access issues for sustainable 
recreation on private, state, and federal lands. 

 Goal 4: Enhance and preserve Montana’s culture and history ( 
historic sites, museum, art, music, etc.) 

4.1a- Use historic/cultural attractions as venues for conferences, 
events and seminars. 

 Goal 5: Support appropriate tourism business growth, including new 
tourism products and services for target customer markets. 
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5.1c- Encourage use of Made/Grown in MT products by 
restaurants, markets, retailers, etc. 

  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess        

CUSTER COUNTRY 
 WARRIOR TRAIL PROJECT   

       
  State Tourism Funds   Other Funds   Total 
PROFESSIONAL SERVICES:            
Web Site Development  $2,000 + $1,000 = $3,000
Signage  $2,000 + $1,000 = $3,000
Billboards  $2,000 + $500 = $2,500
Brochures, Rack Cards  $1,500 + $500 = $2,000
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $7,500   $3,000   $10,500
       
MARKETING/ADVERTISING:            
Newspaper, Radio  $500 + $1,000 = $1,500
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $500   $1,000   $1,500
       
TRAVEL:            
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $0   $0   $0
       
OTHER:            
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $0   $0   $0
            
       

REGION/CVB           PROJECT 
TOTAL 

 
$8,000 + $4,000 = $12,000

  

39 
 



40 
 

  
  
  
  
  
  

AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee______MMAARRKKEETTIINNGG  PPLLAANN  RREETTRREEAATT________  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..      
NNaarrrraattiivvee  mmuusstt  pprroovviiddee  eennoouugghh  ddeettaaiillss  tthhaatt  tthhoossee  rreevviieewwiinngg  tthhee  aapppplliiccaattiioonn  ccaann  ccoommpprreehheenndd  oorr  
vviissuuaalliizzee  tthhee  ffuullll  ssccooppee  ooff  tthhee  pprroojjeecctt..    NNaarrrraattiivvee  sshhoouulldd  bbee  aa  ffuullll  oovveerrvviieeww,,  yyeett  eexxpplliicciitt  aanndd  ttoo  tthhee  
ppooiinntt..    
GGiivveenn  tthhee  llaarrggee  ggeeooggrraapphhiicc  aarreeaa  ccoovveerreedd  bbyy  CCuusstteerr  CCoouunnttrryy  aanndd  tthhee  aammoouunntt  ooff  wwoorrkk  tthhaatt  
ggooeess  iinnttoo  tthhee  MMaarrkkeettiinngg  PPllaann,,  ttooggeetthheerr  wwiitthh  tthhee  ddiiffffiiccuullttyy  ooff  ccoonndduuccttiinngg  bbuussiinneessss  oovveerr  ssuucchh  
aa  vvaasstt  aarreeaa,,  wwee  aarree  rreeqquueessttiinngg  ffuunnddiinngg  ffoorr  aa  MMaarrkkeettiinngg  PPllaann  RReettrreeaatt..    TThhiiss  rreettrreeaatt  wwoouulldd  bbee  
aann  ooppppoorrttuunniittyy  ttoo  ggeett  aallll  ooff  oouurr  MMaarrkkeettiinngg  PPllaann  PPaarrttnneerrss  iinn  oonnee  ppllaaccee  ttoo  ssiitt  ddoowwnn  iinn  aa  
rreellaaxxeedd  aattmmoosspphheerree  ttoo  bbrraaiinnssttoorrmm  aanndd  llooookk  ffoorr  bbeetttteerr  wwaayyss  ttoo  pprroommoottee  CCuusstteerr  CCoouunnttrryy..    
TThhiiss  iiss  ssoommeetthhiinngg  tthhaatt  wwee  hhaavvee  nneevveerr  ddoonnee  bbeeffoorree,,  bbuutt  wwee  kknnooww  tthhaatt  iitt  wwoorrkkss  wweellll  iinn  ootthheerr  
rreeggiioonnss..    TThhee  ffuunnddss  wwoouulldd  aallssoo  bbee  uusseedd  ttoo  sseenndd  tthhee  EExxeeccuuttiivvee  DDiirreeccttoorr  aanndd  aa  CCyynnrroocc  
rreepprreesseennttaattiivvee  ttoo  tthhee  ppllaannnneedd  MMaarrkkeett  PPllaann  PPaarrttnneerrss  mmeeeettiinngg..    TThhee  ffuunnddiinngg  wwee  aarree  
rreeqquueessttiinngg  iiss  $$11775500..      
OObbjjeeccttiivveess    
IInn  aaddddiittiioonn  ttoo  tthhee  mmeeaassuurraabbllee  oobbjjeeccttiivveess  oouuttlliinneedd  iinn  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  CCuusstteerr  
CCoouunnttrryy’’ss  MMaarrkkeettiinngg  PPllaann,,  wwee  aallssoo  ffeeeell  tthhaatt  ssuucchh  aa  rreettrreeaatt  wwiillll  eennaabbllee  uuss  ttoo  ffiinndd  mmoorree  aanndd  
bbeetttteerr  wwaayyss  ttoo  mmaarrkkeett  oouurr  rreeggiioonn..      

MEASURABLE OBJECTIVES 
1. Increase Bed Tax Collections in the region by 5%. 
2. Increase attendance at events such as the Miles City Bucking Horse Sale, the Little 

Bighorn Reenactments and Clark Days at Pompeys Pillar by 15%. 
3. Increase web “hits” by 25%. 
4. Increase inquiries through our call center by 10%. 
5. Extend length of stay by visitors to Custer Country to the state average of 4.78 

nights. 
6. Increase the value of press coverage to $50000 through advertorial and editorial 

submissions to regional and national publications. 
7. Increase traffic on two-lane roads in Custer Country by 5%. 

  
  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

GOALS 

AApppprroovvaall  RReeqquueesstteedd  

____xx______FFiinnaall  
__________PPrreelliimmiinnaarryy  



1.  To inform and educate travelers both in-state and out-of-state, about the 
attractions, events and recreational experiences available to them in Custer Country. 
2. To provide economic benefit from tourism to the cities, towns and non-profit 
agencies in Custer Country and Montana.  This will include aiding in the creation of more 
and better-paying jobs in tourism through increased tourism.   
3. To assist towns, cities, museums, event organizers and those involved in tourism-
related events in methods of promoting, growing and organizing events that will draw more 
visitors.  This will include cooperative marketing programs, VIC assistance, grants and 
directions on how to apply for grants from other organizations if the event or program 
does not qualify for assistance from Travel Montana sources. 
4. To promote events and communities through PR and consumer advertising efforts  
and through hosting press tours that include not only the major cities in Custer Country, 
but also the smaller communities and events. We also promote these communities through 
the calendar of events in our Custer Country Guide and on our website, which is being 
constantly updated. 
5. To educate the general public, including those who live in Custer Country, about the 
structure and importance of tourism regions in Montana, and the economic impact tourism 
and recreation have on the state.    
 This project would also help to address some of Custer Country’s weaknesses, as 
identified in the Marketing Plan. 

 
WEAKNESSES 

 1. Perceptions.    Many visitors are burdened with the mistaken impression that 
all of Montana looks like Glacier or Yellowstone National Parks.  While these two world-
famous National Parks are a definite draw to Montanans, the images potential visitors see 
of them don’t prepare them for the equally beautiful landscapes that can be found in the 
eastern portions of the state.  Indeed, visitors often are awe-stricken by the colorful 
geological formations and the sandstone faces and figures that seem to have been carved in 
the sandstone hills of Custer Country.   
3.  Lack of understanding of the region’s historic importance.   Many people are 
unaware of the important role Custer Country has played in U.S. history.  Beginning with 
its acquisition in the Louisiana Purchase to the importance of the Battle of the Little Big 
Horn and continuing today with the role the region plays in filling the energy needs of the 
Nation, Custer Country’s impact on history is largely unknown or misunderstood.   
  Even those who claim to know American History are sometimes unaware of 
the extent of Capt. William Clark’s exploration and research in the Yellowstone Valley 
during the Lewis and Clark Expedition of 1804-1806.  Custer Country has expended 
considerable time and funds into helping to improve its importance in this historic trek. 
5. Misunderstanding of the recreational opportunities in Custer Country. There is a 
misconception among some sportsmen that hunting and fishing areas are over-crowded or 
inaccessible.  This attitude is caused by limited problems that have been experienced by a 
few, but which have little basis in fact.  The Big Horn River, known as a Blue-Ribbon trout 
stream does, indeed, get congested sometimes, but usually creates ample opportunities for 
serious anglers. The Big Horn is also the subject of a two-state battle over stream flows 
controlled by the Yellowtail Dam near Ft. Smith.  However, Tongue River Reservoir, the 
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Yellowstone River, Bighorn Canyon and smaller bodies of water like Sandstone Reservoir 
and Baker Lake offer great opportunities but have yet to be discovered by many.     
  Hunting access is becoming problematic, as well, with the increasing number 
of properties being bought by out-of-state buyers and then closed to recreational activities. 
(The recent acquisition of previously privately-held land in Custer Country by the 
Montana Department of Natural Resources and Conservation should help provide new 
recreational and hunting opportunities, however.) These properties are sometimes adjacent 
to public lands that are only accessible through these private tracts, causing many of the 
public areas to be closed to such activities.  While programs like Block Management and 
easement purchases are helping to stave off these problems to some degree, they are going 
to continue to need constant monitoring and remediation 
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        

 Goal 9: Increase funding to maintain sustainable tourism and 
recreation. 

9.1- Seek increases in state funding for targeted tourism 
marketing/programs/facilities. 
9.2-  Foster opportunities to pool public and private marketing 
dollars. 
9.3-    Enhance funding for region and CVB marketing efforts. 

  
  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess        

 
 

CUSTER COUNTRY  
 MARKETING PLAN RETREAT   

       
  State Tourism Funds   Other Funds   Total 
       
       
TRAVEL:            
Lodging  $400 + $0 = $400
Meals  $400 + $0 = $400
Mileage  $750 + $0 = $,750
Supplies  $200 + $0 = $200
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $1750   $0   $1750
       
            
       

REGION/CVB           PROJECT TOTAL 
 

$1750 + $0 = $1750
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee____VVIICC  AASSSSIISSTTAANNCCEE____________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..        
TThhiiss  pprroojjeecctt  iiss  iinntteennddeedd  ttoo  eennaabbllee  uunnddeerrffuunnddeedd  VVIICCss  iinn  CCuusstteerr  CCoouunnttrryy  ttoo  hhiirree  eemmppllooyyeeeess  
wwhhoo  wwiillll  bbee  uusseedd  ttoo  eexxtteenndd  hhoouurrss  ooff  ooppeerraattiioonn  aanndd//oorr  ddaayyss  ooff  ooppeerraattiioonn..    IItt  iiss  aa  mmaattcchhiinngg  
ffuunnddss  ooppttiioonn  ffoorr  nnoonn--pprrooffiitt  oorrggaanniizzaattiioonnss  ttoo  hhiirree  ppaarrtt--ttiimmee  eemmppllooyyeeeess  wwhhoo  wwiillll  pprroovviiddee  
ttrraavveell  sseerrvviicceess  ttoo  tthhee  ttrraavveelliinngg  ppuubblliicc..    TThheessee  eemmppllooyyeeeess  wwiillll  bbee  ttrraaiinneedd  ttoo  eennccoouurraaggee  
ttrraavveelleerrss  ttoo  ssppeenndd  mmoorree  ttiimmee  iinn  tthheeiirr  ccoommmmuunniittiieess  bbyy  aalleerrttiinngg  tthheemm  ttoo  eevveennttss  aanndd  
aattttrraaccttiioonnss  iinn  tthhoossee  ccoommmmuunniittiieess..    TThhee  pprrooppoosseedd  bbuuddggeett  ffoorr  tthhiiss  pprroojjeecctt  iiss  $$44000000..  
OObbjjeeccttiivveess  
IInncclluuddee  tthhee  oobbjjeeccttiivveess  ffrroomm  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann  tthhaatt  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

MEASURABLE OBJECTIVES 
1. Increase Bed Tax collections in the region by 5%. 
2. Increase attendance at events such as the Miles City Bucking Horse Sale, the Little 

Bighorn Reenactments and Clark Days at Pompeys Pillar by 15%. 
5. Extend length of stay by visitors to Custer Country to the state average of 4.78 

nights. 
7. Increase traffic on two-lane roads in Custer Country by 5%. 

  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
3.  Lack of understanding of the region’s historic importance.   Many people are 
unaware of the important role Custer Country has played in U.S. history.  Beginning with its 
acquisition in the Louisiana Purchase to the importance of the Battle of the Little Big Horn and 
continuing today with the role the region plays in filling the energy needs of the Nation, Custer 
Country’s impact on history is largely unknown or misunderstood.   
  Even those who claim to know American History are sometimes unaware of the 
extent of Capt. William Clark’s exploration and research in the Yellowstone Valley during the 
Lewis and Clark Expedition of 1804-1806.  Custer Country has expended considerable time and 
funds into helping to improve its importance in this historic trek. 
5. Misunderstanding of the recreational opportunities in Custer Country. There is a 
misconception among some sportsmen that hunting and fishing areas are over-crowded or 
inaccessible.  This attitude is caused by limited problems that have been experienced by a few, 
but which have little basis in fact.  The Big Horn River, known as a Blue-Ribbon trout stream 
does, indeed, get congested sometimes, but usually creates ample opportunities for serious 
anglers. The Big Horn is also the subject of a two-state battle over stream flows controlled by the 
Yellowtail Dam near Ft. Smith.  However, Tongue River Reservoir, the Yellowstone River, 
Bighorn Canyon and smaller bodies of water like Sandstone Reservoir and Baker Lake offer 
great opportunities but have yet to be discovered by many.     

AApppprroovvaall  RReeqquueesstteedd  

__________FFiinnaall  
____XX______PPrreelliimmiinnaarryy  



  Hunting access is becoming problematic, as well, with the increasing number of 
properties being bought by out-of-state buyers and then closed to recreational activities. (The 
recent acquisition of previously privately-held land in Custer Country by the Montana 
Department of Natural Resources and Conservation should help provide mew recreational and 
hunting opportunities, however.) These properties are sometimes adjacent to public lands that are 
only accessible through these private tracts, causing many of the public areas to be closed to such 
activities.  While programs like Block Management and easement purchases are helping to stave 
off these problems to some degree, they are going to continue to need constant monitoring and 
remediation. 
 10.       Lack of directional and informational signage. Many of the historical sites in 
Custer Country are under-advertised due to Federal and State Laws and unavailability of 
appropriate places for billboards.   

GOALS 
1.  To inform and educate travelers both in-state and out-of-state, about the attractions, 
events and recreational experiences available to them in Custer Country. 
2. To provide economic benefit from tourism to the cities, towns and non-profit agencies in 
Custer Country and Montana.  This will include aiding in the creation of more and better-paying 
jobs in tourism through increased tourism.   
3. To assist towns, cities, museums, event organizers and those involved in tourism-related 
events in methods of promoting, growing and organizing events that will draw more visitors.  
This will include cooperative marketing programs, VIC assistance, grants and directions on how 
to apply for grants from other organizations if the event or program does not qualify for 
assistance from Travel Montana sources. 
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        

 Goal 10:  Build an effective “team” to implement the Strategic Plan 
and report results. 

10.2- Create public/private/tribal partnerships for cooperative 
project implementation. 
10.4- Streamline reporting process of marketing plans/expenditures 
to TAC/TM by regions & CVBs. 

 
DDeettaaiill  ppaaggeess  aattttaacchheedd              NNoo  
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee__BBIILLLLBBOOAARRDDSS__________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..        
WWee  bbeelliieevvee  tthhaatt  bbiillllbbooaarrddss  ccaann  ppllaayy  aann  iimmppoorrttaanntt  ppaarrtt  iinn  pprroommoottiinngg  CCuusstteerr  CCoouunnttrryy..    WWee  
ccuurrrreennttllyy  oowwnn  ttwwoo  bbiillllbbooaarrddss  tthhaatt  ddiirreecctt  ttrraavveelleerrss  ttoo  aalltteerrnnaattiivvee  rroouutteess  tthhrroouugghh  CCuusstteerr  
CCoouunnttrryy  iinnsstteeaadd  ooff  tthhee  IInntteerrssttaattee  tthhrroouugghh  WWyyoommiinngg..    WWee  wwiisshh  ttoo  mmaaiinnttaaiinn  tthheessee  bbiillllbbooaarrddss  
aanndd  uuppddaattee  tthheemm  wwhheenn  nneecceessssaarryy  
  
OObbjjeeccttiivveess  
IInncclluuddee  tthhee  oobbjjeeccttiivveess  ffrroomm  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann  tthhaatt  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
  

MEASURABLE OBJECTIVES 
   5.   Extend length of stay by visitors to Custer Country to the state average of 4.78 nights.  
   7.   Increase traffic on two-lane roads in Custer Country by 5%. 
  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

GOALS 
1.  To inform and educate travelers both in-state and out-of-state, about the 
attractions, events and recreational experiences available to them in Custer Country. 
3. To assist towns, cities, museums, event organizers and those involved in tourism-
related events in methods of promoting, growing and organizing events that will draw more 
visitors.  This will include cooperative marketing programs, VIC assistance, grants and 
directions on how to apply for grants from other organizations if the event or program 
does not qualify for assistance from Travel Montana sources. 
9. To encourage Custer Country visitors to visit the smaller towns and participate in 
the local events of these smaller towns that they haven’t been to before.   
14. Use regionalized maps and signs to aid travelers in finding the attractions and sites 
in Custer Country. 

WEAKNESSES 
10.       Lack of directional and informational signage. Many of the historical sites in Custer 
Country are under-advertised due to Federal and State Laws and unavailability of 
appropriate places for billboards.   
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        

 Goa1.1.-Increase four-season tourism revenues statewide through 
effective marketing and promotions, focusing on high-value, low-
impact visitors. 

  

AApppprroovvaall  RReeqquueesstteedd  

____XX______FFiinnaall  
__________PPrreelliimmiinnaarryy  



DDeettaaiill  ppaaggeess  aattttaacchheedd        YYeess        
CUSTER COUNTRY 

 BILLBOARDS   
       
  State Tourism Funds   Other Funds   Total 
PROFESSIONAL SERVICES:            
VINYL FACES, STRUCTURAL  $0 + $0 = $0
WORK  $800 + $0 = $800
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $800   $0   $800
       
       
OTHER:            
PROPERTY LEASES  $200 + $300 = $500
   $0 + $0 = $0
   $0 + $0 = $0
   $0 + $0 = $0
TOTAL  $200   $300   $500
            
       

REGION/CVB           PROJECT 
TOTAL 

 
$1,000 + $300 = $1,300
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AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee____CCUUSSTTEERR  CCOOUUNNTTRRYY________________  

  
PPrroojjeecctt  NNaammee________TTRRAADDEE  SSHHOOWWSS________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJIIMM  SSCCHHAAEEFFEERR____________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  pprroojjeecctt..        
TTrraaddee  sshhoowwss  hhaavvee  bbeeeenn  aann  iinntteeggrraall  ppaarrtt  ooff  CCuusstteerr  CCoouunnttrryy’’ss  MMaarrkkeettiinngg  ssttrraatteeggyy  ffoorr  mmaannyy  
yyeeaarrss..    WWee  ssttrriivvee  ttoo  ppaarrttiicciippaattee  iinn  sshhoowwss  iinn  aarreeaass  wwee  hhaavvee  ssuucccceessssffuullllyy  ddrraawwnn  vviissiittoorrss  ffrroomm  
aass  wweellll  aass  eexxpplloorriinngg  nneeww  aarreeaass..    OOuurr  aaiimm  iiss  ttoo  ppaarrttiicciippaattee  iinn  mmoorree  sshhoowwss  tthhiiss  ffiissccaall  yyeeaarr  
tthhaann  iinn  pprreevviioouuss  yyeeaarrss  aanndd  wwee  aarree  hhooppeeffuull  tthhaatt  mmoorree  ooff  oouurr  mmeemmbbeerrss  wwiillll  bbee  aabbllee  ttoo  
ppaarrttiicciippaattee..  WWee  uussee  tthhee  sshhoowwss  ttoo  ddiissttrriibbuuttee  oouurr  TTrraavveell  GGuuiiddee,,  BBiirrddiinngg  TTrraaiill  MMaapp,,  MMoonnttaannaa  
MMaappss  aanndd  TTrraavveell  PPllaannnneerrss,,  aanndd  ttoo  ddrriivvee  ffoollkkss  ttoo  oouurr  wweebbssiittee..        TThhee  bbuuddggeett  ffoorr  tthhiiss  pprroojjeecctt  
iiss  $$1100000000  
OObbjjeeccttiivveess  

MEASURABLE OBJECTIVES 
1. Increase Bed Tax Collections in the region by 5%. 
2. Increase attendance at events such as the Miles City Bucking Horse Sale, the Little 

Bighorn Reenactments and Clark Days at Pompeys Pillar by 15%. 
3. Increase web “hits” by 25%. 
4. Increase inquiries through our call center by 10%. 
5. Extend length of stay by visitors to Custer Country to the state average of 4.78 

nights. 
  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

GOALS 
1.  To inform and educate travelers both in-state and out-of-state, about the 
attractions, events and recreational experiences available to them in Custer Country. 
2. To provide economic benefit from tourism to the cities, towns and non-profit 
agencies in Custer Country and Montana.  This will include aiding in the creation of more 
and better-paying jobs in tourism through increased tourism.   
3. To assist towns, cities, museums, event organizers and those involved in tourism-
related events in methods of promoting, growing and organizing events that will draw more 
visitors.  This will include cooperative marketing programs, VIC assistance, grants and 
directions on how to apply for grants from other organizations if the event or program 
does not qualify for assistance from Travel Montana sources. 
4. To promote events and communities through PR and consumer advertising efforts  
and through hosting press tours that include not only the major cities in Custer Country, 
but also the smaller communities and events. We also promote these communities through 
the calendar of events in our Custer Country Guide and on our website, which is being 
constantly updated. 

AApppprroovvaall  RReeqquueesstteedd  

__________FFiinnaall  
__XX________PPrreelliimmiinnaarryy  
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5. To educate the general public, including those who live in Custer Country, about the 
structure and importance of tourism regions in Montana, and the economic impact tourism 
and recreation have on the state.    
8. To promote the historical significance of the region, especially the history and 
legend of George Custer and the U.S. 7th Cavalry and the Clark on the Yellowstone Trail.     
9. To encourage Custer Country visitors to visit the smaller towns and participate in 
the local events of these smaller towns that they haven’t been to before.   
10. To encourage travelers to increase their total time in Custer Country, thereby 
creating a greater economic impact on the region.  
11. To have a strong internet presence and to keep the information on it current and 
entertaining. 
13. To publish and promote the newly-created Warrior Trail through cooperation with 
the communities lying along the trail and the State of South Dakota, who will soon consider 
extending the trail into their state. 
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        

 Goa1.1.-Increase four-season tourism revenues statewide through 
effective marketing and promotions, focusing on high-value, low-
impact visitors. 

1.1a- Expand partnerships with tourism businesses/attractions 
as co-op partners.. 
1.1c- Attend consumer travel shows targeting high value, low 
impact visitors. 
1.1d- Continue marketing to international travelers 

  
  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        NNoo  
 
 


